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- STRIDE-RITE - 











you need this 
NEW FEATURE SHOE 


Stride-Rite Shoes met with instant approval at 
their introduction last spring. Retailer after retailer 
declared that they exactly filled the need for a sound, 
practical feature shoe of high quality which could 
be sold at a reasonable price. 





The Stride-Rite shoe contains the most advanced principles in modern juvenile shoe 
construction. The moulded innersole and special wedged heel are important 
features for the prevention and correction of pronation. Being visible, these fea- 
tures are valuable and impressive talking points. The special steel arch bridge is 
a factor of great merit in maintaining correct foot posture, 


Stride-Rite Shoes are made of the best leathers and materials with customary 
Green thoroughness. They are carried in stock for immediate delivery at all times. 
Knowing what many successful retailers have done with this new shoe, we urge you 
to investigate its possibilities on an exclusive agency basis in your town. 


STRIDE-RITE SHOES RETAIL AT 


GROWING GIRLS' MISSES’ CHILDREN'S INFANTS' 
$6 to $6.50 $5.00 to $5.50 $4.00 to $4.50 $3.50 to $4.00 


GREEN 
SHOE MFG. COMPANY 


BOSTON, MASS 


IN - STOCK 
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The VOICE of the TRADE 


D.. Herbert J. Tily, 
president of the Retailers National 
Council and president of the 
Strawbridge & Clothier store of 
Philadelphia, wires : 

“Hundreds of thousands of mer- 
chants rejoice that stop-loss pro- 
vision is in retail code that has been 
presented to General Johnson. It 








is hoped that the General will rec- 
ommend to President Roosevelt its 
inclusion in the code and will not 
be influenced by special interests 
opposed to it. It comes too late to 
save from bankruptcy the half 
million small merchants who have 
been forced out of business during 
the last five years but it will operate 
to save many others who are now 
striving to meet the heavier labor 
costs entailed by other provisions 
of the NRA. Limitation of price 
cutting is in interest of consumers 
also as it stops discrimination as 
between few customers who benefit 
at the expense of the many who do 
not. Goods sold at a loss necessi- 
tates a higher mark up on other 
items and those who buy these 
other items, suffer an unjust pen- 
alty. Labor also suffers because 
price cutting losses reduce wage 
paying ability.” 


* * * 


Ben Phelps 


operates the largest shoe store in 
Shreveport, La.—the Phelps Shoe 


Company—where the oil industry 
is an important factor in the retail 
shoe business. He says: 

“The NRA will improve busi- 
ness in our territory. Under the 
code of the oil industry, produc- 
tion will be controlled. With this 
regulation it should be possible for 
producers to get increased prices, 
which will reflect in a betterment 
of retail business. During the 
past three years of business diffi- 
culties, I have maintained my en- 
tire staff of employees of 23 per- 
sons. We are now operating un- 
der the NRA code and while 40 
hours enables us to conduct our 
business, the 48-hour week would 
give us additional advantages nec- 
essary for successful store opera- 


tion.” 
Bees 


rt 






—! 


_ Shoe School 
reports a record registration of stu- 
dents—187 putting down their 
names for the evening classes the 
first registration day, and the 
school is equipped to teach but 170. 
All students in evening classes 
must be practical shoemakers who 
are employed by day. They are 
instructed in operating new types 
of machines or in methods for 
making new types of shoes. The 
day classes, which accept appren- 
tices, have a waiting list of 100 
students. Lynn has not hitherto 
known such a demand for instruc- 
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tion in shoemaking. The school, 
with its fully equipped shoe fac- 
tory, is believed to be the only 
school of its kind in the country. 


O. G. Adams 


of the Pontiac Shoe Co., Pontiac, 
Ill., has experienced among retail 


* 








shoe merchants a_ shortage of 
shoes. He says: 

“There were plenty of shoes 
bought but many of them have not 
been delivered. The requests we 
are receiving at our factory from 
merchants who have placed orders, 
are to advance delivery dates, in- 
dicating that they are in need of 
the shoes. 

“We are working to capacity in 
our factory and under the NRA 
code operate only forty hours per 
week. This working schedule 
gives us 3000 less pairs of shoes 
per week than previously produced 
under our old working schedules. 
With this shortening up of pro- 
duction throughout the industry, 
it is obvious that the entire trade 
—tanner, manufacturer and mer- 
chant—will have to anticipate 
their requirements further in ad- 
vance. 

“Retail business from Chicago, 
to Detroit, Cleveland — right 
through to New York—has shown 
a very definite improvement. Mer- 











12 


chants report gains over last year 
and this is an encouraging sign of 
the upturn in retail business.” 

*x* * * 


Maio: A. Heath Onthank, 
Chief of the Control Division of 
the NRA, says: 

“Tt is safe to state that there 
will be a large increase in all ad- 
vertising, firstly, because it is ab- 
normally low in volume now, and 
secondly, because it will be neces- 
sary to tell this revised sales story 
of quality and service in addition 
to the hackneyed theme of price. 
Mind you, I do not say that the 
addition of quality and sales ap- 
peals, due to the general tendency 
towards a closer competitive price 
range, will be noticeable. 

“Secondly, advertising will 
change in both appeal and kind, 
due to the shifts in market values. 
Copy standards may change in 
order to reach these new markets 
with the most productive message. 
Pictorial and cartoon advertising 
may increase as the best means of 
reaching the lower-bracket mar- 
kets. One syllable words may be- 
come more popular. That is 
enough to indicate that advertising 
has a job to do in evaluating the 
new markets and adapting itself to 
them.” 





F irst Road-Side 
Shoe Service Station has been 
opened by J. Musinsky & Sons— 
operating as a department of their 
shoe store at 292 Broad St. in 
Lynn. The stand is along the 
main motor route from Boston to 
Portland. Thousands of cars 
from near and far pass by. One 
day it occurred to the Musinskys, 
who have been in the shoe trade 
for many ycns, that there ought 
to be a lot of »eople in those cars 
who might need to have old shoes 
fixed up, as well as new shoes for 
their feet. So, the Tourists Shoe 
Shoppe was fitted up, and the sign 
hung out according to the precept 
of the “Tourists Accommodated” 
signs of the road side stands. 
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Sy. 


ADVERTISING AND 
PROSPERITY 


—When a manufacturer says: “Nothing 
doing” in the way of advertising, I’m in- 
clined to think that he is not very proud 
of his product. 

—Because, when a man is proud of anything, 
whether it be a new baby, a 99 golf score, 
or a snappy new roadster, he’s most likely 
to talk about it—and talk loud, too. 

—Advertising is the greatest influence 
known to create demand—and still more 
demand. There’s nothing to compare with 
it. 

—The Administration at Washington wants 
and intends to create more employment. 
A practical and needful ambition. 

—Advertising creates demand — demand 
means more goods consumed—and more 
goods consumed means more employment. 

—There is still a vast deal of purchasing 
power in this country. Much of it is still 
stagnant because of uncertainty and fear. 

—Possibly some of this fear has been accent- 
uated or even caused by the lull in adver- 
tising activity during the past two years. 

—For advertising admits of courage and en- 
genders courage. 

—I believe that a return to normal advertis- 
ing activity will still further promote the 
cause of better times for all of us. 


Zoct 6 TER 


President. 








Foedey skates 
will lead this Fall in general sale 
to the public. Many shoe stores 
find a sports market for all models 
for racing and figure skating. But 
the hockey skate for general use 
commands a better price. The 
bulk of the business now lies in 
the $5 and $6 field. The new 
chromium finish and stainless steel 
runners, used on most skates, 
means that the retailer need not 
fear any deterioration of stock 
through tarnish or rust. Skates 
with shoes attached are universal. 
The public, having more winter 
leisure, indicates a winter sports 
season ahead and one of the best 
kindred lines to carry above the 
frost and winter belt is skates. 

x * * 


No apparent 
“second step-up” in shoe prices. 
Merchants in the men’s conference 


were in accord in stating that there 
will be no radical change in pricing 
men’s shoes for a second step-up 
in retail prices. All have done con- 


siderable “averaging” and all 
agreed that they face the imme- 
diate possibility of advancing 
prices from $1.00 to $1.50. They 
furthermore agree that proper re- 
styling will overcome any normal 
price resistance on the part of the 
public. This fact was also brought 
out: Whereas in the past many 
stores had very few price lines, 
which were for the most part of 
from $1.00 to $1.50 apart, now 
they have many prices of only 25c 
to 50c apart. This latter condi- 
tion will continue while the present 
unsettled price condition exists. 
* * * 


- Barton 
of Batten, Barton, Durstine & Os- 
born, Inc., says: 

“Quality cannot be coded. In 
every factory we know anything 
about there is a man or group of 
men devoted to the task of making 
the product better. As a rule they 
are not very practical. While their 
employers are struggling with the 
problems of wage scales, forty- 
hour weeks, and price levels, such 
men will fuss for months trying 
to sweeten the lines of a car body, 


| 


making more secure the hinge of 
an eye-glass, brightening up the 
flavor of a food product, evolving 
a color harmony, sewing on a but- 
ton so it cannot come off, trying to 
make tires blow-out proof, discov- 
ering how to get a little more 
power out of gasoline or heat out 
of furnace oil, inventing some lit- 
tle gadget that will mean smoother 
operation, creating through mys- 
teries of chemistry a new synthetic 
paint that won’t wear out, a silk 
made without silk-worms, or an 
amazingly useful substance like 
Cellophane. 

“In these men lives the old guild 
spirit of the Renaissance, when 
every workman and apprentice was 
fired by a tremendous urge to im- 
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prove, to attain new heights of 
beauty and skill. 

“It is this perpetual seeking for 
something better which is the 
genius and soul of American in- 
dustry. Because of it, no one can 
ever be satisfied with what he has.” 


* * * 


A greater sports 
shoe season than 1933 is predicted 
by optimists within the trade for 
the coming year—who point to the 
40 hour week under the NRA. 
Quite naturally such leisure hours 
will provide opportunity for thou- 
sands of people to participate in 
varied sports. Sporting shoe manu- 
facturers already are planning an. 
increased production on shoes for 
golf, football, baseball, yachting 
and other lines of sport. 


* * 


R. H. Macy & Co. 
interpret the clause in the “Adver- 
tising Practices :” 

“For example, such an advertise- 
ment as the following, however 
truthful, would, under the pro- 
posed code be forbidden: 

“ “We pay no ground floor rent. 
We give no credit. We make no 
delivery. We are therefore gener- 
ally able to sell cheaper than our 
ground-floor competitors who give 
these services. Walk up one flight 
and save money!’ 

“The test of advertising should 
be its truth. The adoption of a 
sound retail code is in the national 
interest. Such a code should (a) 
protect the workman, the merchant 
and the public; (b) establish fair 
and reasonable trade practices; 
(c) make no prohibition against 
truthful advertising; (d) impose 
no penalty upon the ability of the 
efficient merchant to give his custo- 
mers the lowest prices consistent 
with sound business practice.” 


* * * 


Miss Helen Cornelius 
of Harper’s Bazaar, in opening her 
fashion talk at the Shoe Styles 
Conference at the Hotel Astor on 
October 2nd, asked a favor of her 
listeners. She wished to approxi- 
mate the number of shoe retailers, 
manufacturers and tanners present 
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and, in turn, requested those affil- 
iated with each group to raise 
their hands. 

To the question, “How many re- 
tailers present?” came no response 
and Miss Cornelius was aided by 
Chairman McNeil, who reiterated 
the query. A long hesitancy—and 
then the visual evidence of fifty 
per cent of those present. 

In answer to the second ques- 
tion, came the showing of a dozen 
hands. “And now the tanners?” 
Not a single hand. The tanners 
were too busy showing their new 
Spring leathers downstairs in the 
exhibition hall. 

“Well,” said Miss Cornelius, in 
a dubious tone, “Thank you. I 
don’t wish to speak to anyone who 


isn’t here.” 
* ok x 


© satin F, Cotter 
of Lynn, once a prominent shoe 
manufacturer, is doing great work 
as manager of the state branch of 
the Federal Home Owners Loan 


Corporation organization, set up 
under an act to aid home owners. 
During the six weeks of the ex- 
istence of this organization, steps 
have been made towards taking 
over approximately nine thousand 
mortgages, totaling more than 
$38,000,000, for the aid of ha- 
rassed Massachusetts home owners. 
With 200 workers, in 31 offices 
through the state, approximately 
17,000 home owners have been in- 
terviewed. Some of them had real 
or imagined mortgage difficulties. 
The machinery is set up so that the 
corporation will take over mort- 
gages from banks, which will re- 
ceive bonds therefor. 
* * ok 


Harold Schummacher 
(and his name appropriately sug- 
gests his trade), one of the star 
pitchers for the Giants and a well- 
known figure in the recent World 
Series, for years was a shoe worker 
in an up-state New York slipper 
factory. 








colt a, 
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Upper Classman: “Aw, he doesn’t mind—he’s an undergraduate, ain’t he? And anyhow, I’m 
wearin’ rubber heels.” 
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NO JOKING... 
MONEY GROWS 
ON 
(shoe) TREES! 


* 


PUT « new pair of shoes on trees = “sole's ideal” in style and ast, had any true value left. But 
and plant them away in their bor = buy twoor three pairs,indiflerent der 
on « dark closet shelf. Forget all leathers. (Children, of course, will being restored. Workers will get 
about them ‘til mext spring. silently GROW. So step up the 2 living wage. Materials will be 
(That's hard to do, we know, be- sizes when buying futuresin shoes worth something e 
cause sleek new shoes in reserve for Bobby and Sister.) So you can look for higher prices 
are very easy to remember every And that's just what peopleare asa certainty. But now... 
time you dress up.) doing now . . . buying up shoes. today... there’sstill an eleventh- 
But we suggest thie as a real = Getting them ‘ot prices that will hour opportunity for intelligent 
economy. Because when you probebly never be so low again! shoppers. Explain to your bus- 
those shoes out to wear, Do you know that someleathers band why you want to stock up 
three or six months from now, went up as much as 164% this on shoes... and hear him say 
they'll probably be selling for half past summer? Add to this the “you're smart’! Now is the time 
again as much at the very store increased labor cost of making to buy. 
where you got them...and shoes (up 384% since February) 
you'll wish you'd bought three -and you can see, without 
pairs instead of one! touching pencil to paper, that UPTURN ITEM 
Shoes are about the best-keep- shoes are bound to go up. 100.6 
ing fashion merchandise that we — And it's 2 good thing for every- Reemployment in September 
know of. A good oxford is correct body . . . even for you! Matters showed an estimated increase 
with almost any-day mode, any had come to such a pass in the since March of 2,500,000 
time, and # classic pump is per- shoe industry (and everywhere workers 
fect for dress, in season and out. else) that neither a man's labor trade and industry 
Whee you happen to find your nor the materials he worked with 














In the advertising columns of this newspaper you will find many 
good shoe bargains still to be had at amazingly low prices. Study 
them carefully . . . then supply your present and future needs! 
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Every newspaper in the country will receive this advertisement 
from the NRA 


EDITOR’S NOTE 


A stimulation to all retailing in America, is announced 
by Frank R. Wilson of the NRA. Mr. Wilson is a master 
in the art of moving the public by mass action. He led 
the publicity drives on the second, third and fourth Liberty 
Loan campaigns. He has helped organize the NRA contacts 
with the public through Chambers of Commerce, women’s 
clubs, local trade bodies and the newspapers of America. 
He presents a plan for the more rapid turnover of the 
dollar through a stimulation of trade in the retail stores 
of America. He asks the cooperation of all the news- 
papers and the participation of merchants in getting more 
goods sold in the three months leading into a better 1934. 


Boor snp SHor Reco 


Public Buying Campaign 


Three Months N.R. A. Battle 
for Increased Dollar Turnover 
Explained at Joint Style Con- 
ference in Stirring Speech by 
Frank R. Wilson, Chief of 
Organization Board, Public 
Relations Division, National 


Recovery Administration 


“W. have one great remaining 
task to achieve in this program of reconstruction,” 
declared Frank R. Wilson, chief of the Organization 
Board, Public Relations Division, NRA, in an address 
at the Joint Styles Conference. “It is not enough 
simply to mobilize the industry and the conscience of 
the nation behind this new ideal; it is not enough to 
provide the machinery for permanently playing the 
game fairly ; we must now organize to revive the flow 
of trade under the new rules, so that the benefits may 
flow back to industry in the shape of returning profits, 
and back to the’ people in the shape of increasing 
payrolls. The crop has been planted and cultivated ; 
the harvest is yet to come. 

It goes without saying that industry cannot per- 
manently support the increased payroll obligations it 
has taken on unless there is a correspondingly in- 
creased participation on the part of the public in the 
absorption of the goods which industry creates. 

‘“Payrolls have increased; manufacturing is reviv- 
ing; merchants are restocking their shelves; com- 
modity prices have gone up; bank failures have be- 
come almost a thing of memory; commercial failures 
are rapidly decreasing ; and the public, armed with its 
new purchasing power, as a result of vastly increased 
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Is Launched 


employment, is showing an increasing tendency to 
buy merchandise. In 30 leading cities, local display 
advertising, one of the best barometers of the faith of 
merchants in the immediate future, showed an in- 
crease of 16 per cent during the month of August— 
the first up-turn in three years. Employment shows 
an increase of 27 per cent over a year ago; wages 
show an increase of 43 per cent; wholesale prices are 
up 13 per cent; agricultural products are up 22 per 
cent; carloadings have expanded 13 per cent; retail 
trade 16 per cent; and business failures have de- 
creased 53 per cent. 
* 


“Orn the basis of the foregoing 
figures, which prove beyond any question of doubt 
that the general trend of business is now upward, the 
next great organized task which faces us is a national 
campaign to further stimulate trade and hold the 
advance already made. In mobilizing for this final 
effort we should find it easier to arouse the enthusi- 
asm of all our constructive forces, because the suc- 
cess of this movement will translate the ideal into 
fruition. The National Recovery Administration has 
already announced that this trade stimulation cam- 
paign will begin now and will extend for three 
months. 

“We must become zealous evangelists of the new 
optimism. It is a trait of our people that they are more 
disposed to buy in a rising market. Just as in times 
of declining values money becomes relatively more 
valuable than goods, so, in periods of increasing 
values, money becomes relatively less valuable than 
goods and property. We propose to set forth the 
fact that prudence calls for the immediate replenish- 
ment of all necessities on the basis of self-interest, and 
that thrift calls for alertness in buying ahead of 
advancing prices. It is time to preach the simple law 
of economics, that one dollar turning over in trade 
contributes more to prosperity and to employment 
than any amount of money hoarded. 

“The problem of carrying on this campaign to a 
successful conclusion is largely a problem for the 
merchandising brains of the nation. The National 
Recovery Administration can point the way; it can 
supply the statistics and the leadership, but the real 
job of selling belongs to industry itself. 

“The effort of the Federal Government in this 
buying campaign will be largely directional and 
educational, with a view of correlating the great 
merchandising capacity of American industry in a 
mass movement to stimulate trade. 

“Tt will limit its activities to those things which 
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with Shoes 





FRANK R. WILSON 


obviously may be done better nationally by reason of 
the fact that certain facilities for national propaganda 
are operated on a national scale. These facilities in- 
clude the preparation of newspaper advertising, radio, 
magazine copy, motion pictures, the supplying of lit- 
erature by national economic authorities, the provid- 
ing of trade statistics, all the preparation of designs 
for lithographing. It will act as a clearing house for 
the best ideas and plans initiated by local communities, 
so that other communities may have knowledge of 
such ideas and plans and make use of them if they 
desire. 

In other words, this Department will undertake 
to create a national psychology which will make the 

[TURN TO PAGE 35, PLEASE] 





Sports outfits as worn 

by Toby Wing and 

Verna Hillie, Para- 
mount Players. 





W. heard a lot at the Styles 
Conference about “new leisure” and the shoes to go 
with it. A shorter working day and the five-day week 
should mean two things—more time for stepping out 
to parties and more time to spend in the country. 
More formal shoes and more sport shoes. A couple 
of weeks ago we discussed the formal side of the 
picture. Here are some points about the sports aspect 
of this new leisure idea. 
At the Belmont races and the Meadowbrook polo 
matches, two of the smartest outdoor events in the 


News from the 
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East, shoes were much more varied, much more in- 
teresting in pattern than they have been in many 
years. The building up of a higher line over the 
instep has been definitely accepted by fashion-leading 
women. It offers the shoe designer more scope for 
his talent and the shoe retailer more selling oppor- 
tunities. This higher line is’ going’ to carry on—no 
doubt of it—in the Spring. The new variations may 
well be more cut out for lightness, but the basic 
silhouette will remain high. oy 

The sketches show’ two important types seen on 
Long Island. The first, the fringed’ tqngue T-strap 
won the honors for numbers. Many women wore it. 
That other shoe with. the broad bandage strap repre- 
sents an important trend—the tendency. to do new 
things with the one-strap model. Straps have been 
out of the picture for so long. Then last season they 
started to come back by way of the broad T-strap. 
This bandage shoe, with its button closing, makes a 
strap shoe look definitely new.. The Sabot strap, the 
one-sided strap, the low-riding Theo tie, are other 
new strap variations to be watched this Spring. 

Indications of low heels —really low heels —as 
brought out at the Styles Conference, is a striking— 
and dangerous thought. Will grown-up women buy 
l-in., 1%4-in. heels? And, if they do, what will 
happen to their arches? 

French couturiers indorsed the low heel shoe at 
the last showings, stressing the idea even for eve- 
ning with the thought that molded Grecian lines call 





Skit-Skat, a shoe re- 
cently introduced by 
Saks Fifth Avenue, was 
especially designed for 
bicycling and skating 
but is also suitable for 
all active sports. Its 
special features are:— 
The rigid sole with 
flexible arch for free 
ankle play; the wide 
welt extension to hold 
the skate clamps se- 
curely and a high 
tongue through which a 
skate strap slips. 





These two low heeled shoes were illustrated in 
the October issue of Harper's Bazaar and com- 
mented upon by Miss Helen Cornelius in her talk 
before the Styles Conference. The sandal is from 
Julienne; the monk pump from Padova. 
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Sport Shoes for 
this New Leisure 


BY 
RUTH HARRINGTON 





for the carriage that only low heels can give. French 
bootmakers have been showing extremely low-heeled 
sport shoes for some months. A Fifth Avenue store 
imported the Padova shoe shown in the sketch more 
than eight months ago and is just making up its 
mind to bring it out! 

Whether low heels will go or not is still very prob- 
lematical. We showed a low-heeled sport shoe of this 
type a month ago in our Football story, if you re- 
member. We believe that retailers going in for ad- 
vance fashion ideas ought to be seriously considering 
the idea now. Style people believe that the low-heel 
shoe may get off to a good start this Summer when 
really active sport things come on the scene. With 
shorts, for instance (and there will be many shorts 
worn this Summer) a flat-heel sandal is thoroughly 
appropriate and should be salable. 


































The “Bandage Shoe” is 
also seen on Long Island. 


Designers are working 
with many such variations 
of the strap idea. The 
T-strap was the first re- 
vival of straps. Now come 
broad bandage straps, 
sabot straps and one- 
sided straps. 





At Meadowbrook and 
Belmont, shoes were 
more interesting than 
they have been in many 
seasons. 


Worn with tweeds the 
fringed tongue T-strap 
was one of the most 
popular models. This is 
not a new shoe but its 
wide acceptance is new 
—and important. 


Watch this high riding 
line for Spring. And 
watch this particular 
model and its variations. 
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DUDLEY Jj. MORTON, M. D. 


EDITOR’S NOTE 


Having had an opportunity to see a class of 120 surgical students 
studying anatomy under Prof. Dudley Jj. Morton, we came to the 
conclusion that the study of feet, from the viewpoint of anatomy, is 
indeed the best method of all. 

To be able to get an authority on anatomy and anthropology to 
tell us about the mechanism of feet in the motion of walking, is 
to get the truth at the source. Dr. Morton has studied the foot 
from the aquatic beginnings of vertebral life. It is interesting to note 
that Dr. Morton’s advanced work in these fields started from his 
specific studies of the foot, from the viewpoint of its disorders. He 
presents in this article his concept of the position of the shoe man in 
the problem of foot welfare. 
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Foot Welfare and Shoe Progress 


By 
Dudley J. Morton, M. D. 


No. 1 in a Series 


Dudley J. Morton, M. D., is Associate Professor, Department of 
Anatomy, College of Physicians and Surgeons, Columbia University, 
New York, N. Y. 

Major Interests—Orthopaedic Surgery, Anatomy. 

Graduated, Hahnemann Medical College of Philadelphia, 1907. 

Post Graduate Work—Johns Hopkins Medical School, Baltimore, 
1909-10. Orthopaedic surgery and surgical pathology. New York 
Post Graduate Hospital—Orthopaedics. 

Internships—National Homeopathic Hospital, Washington, D. C., 
1907-08. Children’s Homeopathic Hospital, Philadelphia, 1908-09. 

Subsequent Appointments—Hahnemann Medical College and Hospi- 
tal, Philadelphia, 1910-20; Clinical chief and lecturer in orthopaedic 
surgery. Children’s Homeopathic Hospital, Philadelphia, 1914-20; 
Orthopaedic surgeon. 

American Ambulance Hospital, Juilly, France, 1916. 

U. S. Medical Corps, Lieut., 1918-19. Served on Recruit examining 
boards, Instructor in Orthopaedics. U.S. Army Hospital appointment; 
Fort Oglethorpe and Lakewood. 

Yale University Medical School, Department of Orthopaedic Sur- 
gery, 1924-28. Associate Surgeon, New Haven Hospital, 1925-28. 
Yale University Bureau of Health—in charge of student foot examina- 
tions and foot disorders. 

Data obtained from the biographical directory of ‘‘American 


ee of Science” published by the Science Press, New York, 
© oo. 


Fi the question were asked 
“What part of the human body is the greatest source 
of conflicting ideas and statements?” there is little 
doubt but that the “foot” would be the almost un- 
animous reply. Nor is this surprising if one stops to 
consider the number of groups that are interested in 
the foot. They include the orthopaedic surgeons, 
family physicians, public hygienists, physical cultur- 
ists, podiatrists, brace makers, and shoeman (both 
manufacturers and retailers). It is needless to add 
that the foot sufferers themselves and parents seeking 
the physical welfare of their children, are also deeply 
interested parties. 

Different types of foot ailments, ranging as they 
do from simple surface abnormalities to extreme dis- 
ability and bony deformities, are so widely prevalent, 
and because the feet are so important in our economic 
and social activities, the situation has long been given 
recognition as an important public problem. Fortu- 
nately the severity of these conditions exists in an 
inverse relationship with their frequency. The ex- 
treme cases are comparatively rare. It is the wide 
range of less advanced disorder that gives the problem 
its broad public aspect. 

The problem of foot welfare presents two major 
parts, (1, an essentially hygienic phase pertaining to 
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the normal growth and development of the foot, and 
(2, a preventive or corrective phase, directed toward 
counteracting or eliminating the effects of existing 
structural faults. No exact line of separation can be 
determined between these two parts of the problem, 
because there is no means of differentiating sharply 
between normal and abnormal feet, just as it is im- 
possible to define what is good eye-sight, and where 
poor eye-sight begins. Consequently it is quite nat- 
ural that all groups connected with the problem will 
inevitably find their interest spread into both phases. 


The groups mentioned above 
approach the problem from different angles. Their 
efforts, however, have never been coordinated, and the 
groups have to a large degree worked independently 
without realizing the limitations of the role each one 
of them is capable of performing toward the problem 
as a whole. The situation has unfortunately fostered 
a certain amount of antipathy between groups, and 
especially between the medical profession and shoe- 
men, with the effect of intensifying their independent 
attitudes. An unbiased interpretation of the problem 
would indicate that it has three fundamental and 
widely separated points of approach as represented 
in the accompanying diagram; (1, the public hygien- 
ists who, with little actual contact, occupy an imper- 
sonal advisory capacity for general dissemination of 
educational and helpful knowledge; (2, the shoemen, 
with their direct personal contact with all members of 
the shoe-wearing public, but whose knowledge of the 
foot is naturally limited to the results of external 
observations; and (3, the orthopaedic surgeons, as 
the source of the highest degree of professional serv- 
ice, but whose numbers are so limited as to restrict 
their personal contacts to a very small proportion of 
the public. The other three groups, family physicians, 
physical culturists and podiatrists, are very logically 
placed in intermediate positions within the triangle, 
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their work combining in a less specialized manner 
advisory and helpful contacts. 

Earlier liberties and abuses imposed upon feet in 
the name of “fashion” have had the effect of clouding 
the shoeman’s true position to the problem. His 
situation has not been helped by the high-pressure 
sales effort of some of his colleagues who have turned 
too enthusiastically toward merchandising ‘‘correc- 
tive” shoes. But if we contemplate all that has been 
accomplished by the shoe trade at large in the de- 
velopment of the modern shoe, the importance of 
the shoeman to the problem is unmistakably demon- 
strated. But even now one hears occasionally such 
a remark as ‘Shoes are making us a nation of crip- 
ples.’ Statements of this sort are about forty years 
out of date. Before the beginning of the present 
century when little consideration was given to foot 
welfare, bunions and horribly deformed toes were 
widespread. Today those severe deformities of the 
toes are a rarity among our younger people and are 
seen in their exaggerated form, almost entirely among 
surviving grandparents. The improvement in shoe 
design and shoe fitting which has practically elim- 
inated these deformities among our younger genera- 
tions, is the actual accomplishment of the shoeman, 
and should earn for him due recognition. 


His critics may also point 
to the fact that originally the shoe trade offered 
serious resistance to more normal design of shoes; 
but as a matter of sound business, the shoeman could 
modify the design of shoes only as change in public 
sentiment created a market for better products. Now, 
foot welfare occupies as high a position in the con- 
siderations of the shoeman as style; and shoe-fitting 
has been placed under very careful and rigid rulirigs. 
It is true that this changed attitude on the part of the 
shoeman is not uniform throughout the trade, but the 
influence of those who have worked for more normal 
design of shoes has had the effect of improving even 
the products of others who claim no interest in foot 
welfare. Modern conventional shoes for children 
and men leave little opportunity for criticism and 
similar, attractively-designed models are available for 
women. 

What about women’s “high heels?” Everybody 
realizes that the use of high heels is not normal to the 
foot and leads in time to certain types of foot dis- 
order. Why then do shoemen encourage their use by 
displaying and offering styles of this sort? 

But the “High Heel” is more fundamental than a 
mere “style”, it is a traditional “mode” or “custom” 
that has persisted from a much earlier period, and is 
of the same nature as the “wasp-waist” and “pierced 
ears.” Shoemen, like the designers of dresses, can 
manipulate styles, but they are powerless of themselves 
[TURN TO PAGE 32, PLEASE | 
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Sell Shoes and Services 


And Prices Will Take Care of Themselves 


Recently | overheard a conversation 
between a customer and a salesman in a shoe store 
in which the subject of codes and prices came up. 
The customer said: “I’ve decided one thing; you 
get just about what you pay for. I’m through with 
bargain hunting, even if I do have to pay a little more 
to get good quality.” 

A Providence merchant recently told Boot ANpD 
SHOE Recorper: “Men are trouping into the store 
saying: ‘I’ve got a job. Take these old patched things 
off and give me a real pair of shoes’. . . and he 
planks down $7 or $8 and goes away happy. 

Each incident serves to point the viewpoint of a 
large section of the buying public that appreciates 











Emphasize the facts of 
interest to your cus- 
tomer about your shoes 
They actually and service and use 
make the foot price only as a point of 
ah euseiian . 3 information in your ad- 
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and desires good shoes and will meet legitimate price 
advances without serious complaint. Then there are 
the skeptics, those doubtful persons who will question 
any merchant’s attempt to explain the necessity of 
higher prices. They must be convinced through their 
own reading about conditions. 

The whole situation demands sane, sensible mer- 
chandising and advertising. The goods must be right, 
the service must be right and prices must be competi- 
tively right. Check up. Analyze your stock, your 
service features. Be sure you are in a position to 
please and satisfy those to whom you will appeal 
through a PLANNED PROMOTION PROGRAM. 

Dig out the FACTS OF INTEREST TO THE 
CUSTOMER regarding the various types and styles 
of shoes you carry. It might be wise to use a card 
system, listing the various interesting features as to 
style, material, colors, quality, use, appropriateness, 
construction, durability, fitting qualities—in fact, all 
points that make the shoe desirable for its particular 
purpose and that the customer should be interested 
in knowing. List your service features that are help- 
ful to the customer. 


Then lay out a program 
of planned promotions, including advertising and dis- 
play, for several weeks ahead, at least up to the 
Christmas season, which would probably have a plan 
of its own. Select the high spots in your style shoes, 
orthopedic shoes, men’s and young men’s shoes, chil- 
dren’s shoes, work shoes (if carried) and other lines. 
This will reveal the opportunities for “major” and 
“minor” promotions for each class of shoe. 

Here are typical examples as revealed in ad head- 
ings, used by stores, that deserve special attention in 
a typical planned program for style shoes. 


We have the new Fall shades to go with— 
Doing it up BROWN?—here are correct shoes for each 
costume. 


IN SUEDE for your Fall tweeds. 
Fashion turns her spotlight on BLACK SUEDE. 
They actually make the feet look smaller—our short vamp 
Walking or standing—here’s all day comfort. 
Each of these is an important theme. Each can be 
used as a “major promotion” of a week, with a tie- 
up between newspaper ad, window and interior dis- 
plays and perhaps a mailing piece, such as a post card 
or folder. 
[TURN TO PAGE 32, PLEASE] 
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Conference 


MEN'S STYLE MEETING 
By HARRY R. TERHUNE 


WO outstanding points brought out in the men’s 

meeting—the importance of leather and of pat- 
terns. Other style conferences have dwelt on various 
style factors entering into shoe construction, but this 
meeting revolved around the opportunities of increas- 
ing men’s business next Spring through the showing 
of the right leathers and through correct new patterns. 

Shoe merchants, manufacturers and tanners alike 
confirmed the prediction that the Spring of 1934 would 
see a substantial increase in the sale of all brown 
shoes for street wear and for brown and white sport 
footwear. Tanners at this moment are selling three 
times as much brown leather as they were the cor- 
responding period of last year. The trade is fully 
aware that the greater activity in the wearing of 
brown shoes means a greatly increased pairage. 

The price situation was faced squarely and fairly. 
Shoes will cost more money next Spring. To get that 
money from the consumer as painlessly as possible, 
according to the consensus of opinion, would be by 
the way of restyling all those lines which must bear 
a higher tariff. There are definite new trends on 
pattern styling which will give men’s shoes a new 
look, the committee learned, such as narrow throats ; 
lengths of vamps; new treatment of Blucher ears and 
the coming of the seamless blucher pattern. This 
latter trend will consist of shorter Blucher ears, 
shorter vamp lengths and wider throat openings. 

Sport shoes will continue to occupy their place in 
the sun due to their general acceptance by the public 
at large and to the greater amount of time which the 
public will devote to leisure. 

* * O* 


WOMEN'S STYLE MEETING 
By RUTH HARRINGTON 


paper's the most startling idea in women’s shoes 
brought out at the Conference—Flat heels for 
women’s shoes. Both Vogue and Harper’s commented 
on shoes with inch and inch and one-half heels worn 
in Paris. Styled like men’s dancing pumps, usually 
in patent leather. French couturiers endorsing this 
idea because they believe new, moulded Grecian lines 
require low heels for best effect. Also, since we have 


Sidelights on the Style 
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As Reported by Recorder Staff 
Members Who “’Sat in” While 
the Committees Worked 


higher hats, we can now wear lower heels. Strong 
possibility of low-heeled sandals for wear with shorts 
and other sports clothes this Summer. 

The oxford line dominant in Spring shoes to bal- 
ance high cuts in clothes. But these shoes must be 
cut out. This lightening of line very important. High 
cut shoes smart but heavy shoes not salable. Three 
or four eyelet oxford with open throat the typical 
silhouette. 

Discussion as to whether new back interest in 
dresses means shift of interest in shoes from front to 
back. General feeling better costume balance given 
by continuation of front detail. Also better effect 
with high-cut shoes since high, unbroken lines unsea- 
sonable and unflattering to the foot. 

The beige question pops up again. Biscay Brown 
and Spring Taupe are colors recommended to wear 
with beiges in costumes for street. Beige in shoes 
felt to be best in fabrics or in sports leathers. How- 
ever, a new beige, more neutral than Seasand, is being 
shown for general wear. Some people feel beige 
shoes may spring another surprise. 

Color combinations discussed. Should they be 
sharp contrasts or blends? Bold contrasts, such as 
Bourbon with white, indicated in sports shoes, but 
fairly closely related tones, such as Indies and Biscay, 
more desirable in street types. 

General agreement shoes styling should make 
sharper division between tailored and dress types. 
Women tired of making the same shoe do for every- 
thing. Now is the time to play fine detail and dainty 
effects in street or afternoon shoes, with rugged 
leathers and sporty styling in country types. 


*x* * * 


JUVENILE STYLE MEETING 
By H. WALTER SCOTT 


— fitting of children’s shoes, together with 
the discussion of the steadily growing demand for 
rough surfaces and grain effects in leathers, were the 
two topics most emphasized during the session of the 

Children’s Committee. 
The so-called scientific or orthopedic shoes received 
their due share of praise. Nevertheless, the dangers of 
[TURN ‘10 PAGE 35, PLEASE| 
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Collective Selling—New Approach to Public 


The second phase of codification 
of the shoe industry is completed. First came the 
tanners, then the shoe manufacturers and next the 
shoe retailers. The tanners were first to get their 
bearings as to changing conditions. Upon reading 
the manufacturers code in this issue, the same degree 
of stability will eventuate. 

The game will be as fierce as ever but it will be played 
under new rules. Pessimistic ones have said that the 
rules would be violated and that the old game will 
return. But that is a direct reflection on the best brains 
of the industry, which have labored without surcease 
to bring order out of competitive chaos. 

let us try to preserve and make more secure the new 
spirit of industry on each horizontal code level so that 
eventually the entire spirit of an entire trade may 
cmerge from the vale of despair into the promised land 
of recovery and prosperity. 

‘Two speakers at the Joint Styles Conference, gave 
real hopes for the future. Dr. Virgil Jordan said that 
the forces of recovery were marching forward, not 
only in America but in every industrial country the 
world over. 

Frank R. Wilson, speaking for the National Recov- 
cry Administration, gave strong evidence that fear 
itself is losing its grip upon the public purse. What 
is more, he gave a helpful plan to stimulate trade in 
the next three months, in twenty-four key industries, 
one of which is fortunately shoes. 

Here is your opportunity to take advantage, in 
your store, of campaigns designed to do three 
things. First, convince the consumer that he or 
she can save money by acting now to supply needs 
for certain specific products. Second, to prove to 
the consumer that future price rises are not only 
inevitable but for the good of all concerned. Third, 
to convince the consumer that he need no longer 
fear to buy. 

Mr. Wilson’s organization provides a definite back- 
ground for public confidence and acceptance for the 
promotion of specific industries and products. Every 





newspaper in the country is likewise given an oppor- 
tunity to restore the full productivity of American 
advertisers. Many of the newspapers will publish the 
prepared copy and will group around it advertise- 
ments of merchants who want to be in tune and in 
time with the buying campaign. 

Remember, the months of October, November 
and December are the real buying months of the 
year. More goods are bought in that period than 
in any other quarter. It is the time of change to 
footwear and apparel suitable for arduous weather. 
Shelter, warmth, comfort, health—all are factors 
to stimulate buying. 

Something must be done to increase the velocity 
of turn-over of the dollar. Some economist said 
that we were at the lowest point in modern history 
when the dollar rate of turn-over was at 16 last 
March. It is estimated to be somewhere around 29 
today and if it can be pushed up into the thirties 
before the first of the year, then the gloom of de- 
pression is banished and real, substantial progress 
is ahead. Turnover of the dollar has never been 
greater than 49 and even that point is promised by 
economists within eighteen months. 

But the important thing is to put all speed into the 
buying and selling of goods in October, November 
and December. The NRA fortunately made it a cam- 
paign longer than a month and stronger than a time 
schedule. It is a job for a full quarter of the year. 

Collective selling is a new tool in business. It has 
been employed with good effect in promoting certain 
features like Foot Health Week and Sport Shoe 
Week. But now it becomes a broader cooperative 
effort, taking in all goods. As General Johnson put 
it: “There has never been a time when the public was 
so alert for news as now. Events have moved so 
rapidly that people would be completely ignorant of 
what is going on if they didn’t closely follow the press. 
This tremendous public interest in news can be cap- 
italized by American industry and the way to do it 
is to tell the news about good merchandise. 


RECORDER 
combining THE SHOE RETAILER, Oct. 14, 1933 


THE EDITOR'S OUTLOOK 














tei 























BooT AND SHOE RECORDER 23 
combining THE SHOE RETAILER, Oct. 14, 1933 


IF YOU WERE AN 
I. MILLER DEALER 


You would Have the exclusive use of our In-Stock 
Department for your city. 
























You would enjoy an active turnover and good 
profits. 







You would control a brand and a product that 
has stood the test of these past few difficult years 
and has developed for other dealers the out- 
standing quality shoe business in their city. 


THE SHOES ILLUSTRATED ARE IN-STOCK. 
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FALLING LEAYES 
ARE A SIGN 
IT'S TIME FO 
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Here is a suggestion for an attractive and colorful background to be used in late October or early November. It is 
a happy blending of a seasonable idea in a modern setting. Simple panels of wall board, cut to shape, are all you 
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need to develop this setting. Cut-out letters are used in the caption. The idea of falling Autumn leaves gives the 
dominating seasonal decorative note. 


Why Shoe Windows Need 
a New Sales Slant <« < - 


W. used to hear a great deal 
of discussion in the shoe trade about the need of 
creating a greater shoe consciousness on the part of 
the consumer. That was some years back, when many 
of us cherished the happy illusion that all we had to 
do to make the people buy more shoes was to get 
them to think of shoes as something interesting, 
something useful, desirable possessions contributing 
to the joy of living, like automobiles, radios, or electric 
refrigerators. There wasn’t any very serious problem 
of capacity to buy in those days. Everybody had 
money to spend, and it was mostly a question of 
whether the shoe man, or the auto salesman or some- 
body else got there first to claim the lion’s share. 

Lately we haven’t heard so much about shoe con- 
sciousness, because it hasn’t been so much a problem 
of persuading people to spend their surplus for an 





extra pair as to sell them the pairs they really had to 
have. There was little surplus spending power for 
shoes or anything else. To sell the irreducible mini- 
mum of pairs that necessity demanded, every indi- 
vidual retailer had to offer tempting inducements in 
the way of price—or at least he thought so. And 
most of them did. Instead of glorifying footwear 
to make the consumer shoe conscious, stores devoted 
all their promotional energy to dramatizing cheapness 
and telling the bewildered public how much cheaper 
they could sell than the other fellow. 

Thus the pressure of economic necessity compelled 
the shoe man to toss into the discard the constructive 
accomplishment of a sound and logical promotional 
idea—for the idea of educating the consumer to think 
more of the health of his feet and the appearance of 
his shoes was sound, logical and constructive. It was 
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What every merchant should know 





@ Manufacturers who advertise in THE AMERICAN WEEKLY pay $16,000 for a color page. This is the high- 
a est price paid for a color page in any publication in the world. But it is the least expensive, for this Mighty 
Py Magazine reaches more than 5,000,000 families every week at a cost of less than %4¢ per family reached. 
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The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 
In each of 93 cities, it reaches one out of every two families 


In 110 more cities, 40 to 50% of the families 
In an additional 157 cities, 30 to 40% 
In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 





When writing advertisers please mention Boot and Shoe Recorder 
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REAL FOOT 
COMFORT 


Autumn, the season of cool crisp days and frosty nights, should be portrayed in your show window in such a way that 
the passer-by begins to feel the change of season and the need of heavier shoes. The cut-out figure of the reaper 





F Gants... 


IN OUR 
CORRECTLY 
FITTED 
SHOES 


, ST St 


in silhouette not only suggests Autumn and harvest time but ties in neatly with the caption “Reap Real Foot Comfort 
in Our Correctly Fitted Shoes.” 


just another of the intangible losses to be chalked up 
against the depression. Today, however, the merchant 
realizes that he is swinging into another merchandis- 
ing cycle, in which the overplayed price propaganda 
of the recent past will avail him nothing and in which 
he must talk to the buying public in a new language 
if he is to persuade more people to buy more shoes. 


bP rice is out as the primary 
promotional instrument, not only because the mer- 
chants have recognized its futility in permanent, profit- 
able business building, but also because rising costs 
forbid and the code condemns. How, then, shall the 
retailer persuade people to buy? Probably nobody, 
big or little, in retail business today can give a com- 
plete and convincing answer to that question. But 
there are some things every merchant knows. He 
knows, for example, that with selling costs advanc- 
ing, as they must inevitably tend to advance when a 
store honestly lives up to the letter and the spirit of 
the code, retail selling must be raised to a more eff- 
cient plane. Salespeople must be taught to function 
more efficiently. Advertising must be made more 
efficient, with less waste and more results in bringing 
customers into stores prepared to buy. Window dis- 
plays must discover a new approach to their vital 
purpose of influencing sales-shy customers to stop, 
look and spend. 
What sort of promotion will best succeed under the 


new merchandising deal? That’s another secret 
locked up in the future. Eventually someone will dis- 
cover the answer. But it is possible at least to suggest 
the direction and the objectives. Shoe windows need 
not and probably should not go back to the somewhat 
extravagant over elaboration witnessed before the 
economy era, but they must nevertheless be made 
more interesting and attractive than they have ever 
heen before. The window display of the future will 
he first and foremost an idea display, with a direct 
sales appeal, not merely a pretty assortment of mer- 
chandise. It will stress the use of the shoes from the 
standpoint of season, style, health, foot comfort and 
their essential role in completing the well dressed 
ensemble. 

We expect to see a more extensive use of the drama- 
tized type of window display, which shows, not merely 
the shoes, but their relation to the interests, activities, 
diversions and pastimes of people. Use of merchan- 
dise may well. prove the key that will unlock the 
treasures of reluctant spending power that still exist 
in every American community and whose circulation 
must be accelerated before business expansion can 
go very, very far. 

Despite the ravages of depression, the American 
people are still luxury minded. As a nation. we are 
inclined to do without the supposed necessities of life 
and spend our substance in colorful living. That was 
proved by the fact that when recovery started, auto- 

[TURN TO PAGE 34, PLEASE] 
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President Eliminates Disputed Merit Clause 


But Ban on Style 


After months of argument 
and discussion devoted to efforts to reconcile the 
views of various groups, the Code of Fair Competi- 
tion for the Boot and Shoe Manufacturing Industry 
was finally approved by President Roosevelt on Oct. 3. 
The code is now effective throughout the entire in- 
dustry and its provisions automatically become bind- 
ing upon all shoe manufacturers with the full force 
of law, as provided in the National Recovery Act. 

The only important change made in the final draft 
of the code, as prepared by the National Boot and 
Shoe Manufacturers Association, was the elimination 
of the disputed “merit clause,” providing that “selec- 
tion, retention and advancement of employees shall be 
on the basis of individual merit without regard to 
their affiliation or nonaffiliation with any labor or 
other organization.” This provision was eliminated 
in accordance with present NRA policy as an attempt 
to interpret the collective bargaining provision, re- 
quired in all codes under the law. 

The provision that declares it to be a violation of 
the code for any manufacturer to pay a fee to the 
sponsors of any style show, shoe fair or exhibition, 
other than those conducted under the direction of the 
National Boot and Shoe Manufacturers Association, 
is retained. An exception is made in favor of the 
National Shoe Retailers Association show in St. Louis 
in January, 1934. The effect of this provision will be 
to make it. unlawful for any manufacturer to pay a 
fee to exhibit his line after January, 1934, at any 
other convention, style show, fair or exhibition not 
conducted by the National Boot and Shoe Manufac- 
turers Association. 

Following is the President’s Order approving the 
Code: 
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Shows Is Retained 


EXECUTIVE ORDER 


CopE oF Farr CoMPETITION, Boot AND SHOE 
MANUFACTURING INDUSTRY 

An application having been duly made, pursuant to 
and in full compliance with the provisions of Title I 
of the National Industrial Recovery Act, approved 
June 16, 1933, for my approval of a Code of Fair 
Competition for the Boot and Shoe Manufacturing 
Industry, and hearings having been held thereon and 
the Administrator having rendered his report contain- 
ing an analysis of the said Code of Fair Competition, 
together with his recommendations and findings with 
respect thereto, and the Administrator having found 
that the said Code of Fair Competition complies in all 
respects with the pertinent provisions of Title I of 
said Act and that the requirements of clauses (1) and 
(2) of subsection (a) of Section 3 of the said Act 
have been met: 

Now, therefore, I, Franklin D. Roosevelt, President 
of the United States, pursuant to the authority vested 
in me by Title I of the National Industrial Recovery 
Act, approved June 16, 1933, and otherwise, do adopt 
and approve the report, recommendations, and find- 
ings of the Administrator and do order that the said 
Code of Fair Competition be and is hereby approved, 
subject to the following condition : 

(1) Because it is evident that attempts by those 
submitting codes to interpret Section 7 (a) of the 
National Industrial Recovery Act have led to con- 
fusion and misunderstanding, such interpretation 
should not be incorporated in Codes of Fair Compe- 
tition. Therefore, Article IV must be eliminated. 

FRANKLIN D. RooseEvELt, 
President. 
Tue Wuite Howse, 
September, 1933 


Approval recommended : 
Hucu S. Jounson, 
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Shoe Manufacturers’ Code Signed 


The approved code, modified, how- 
ever, by the foregoing Executive Order 
eliminating Article IV, is as follows: 


CODE OF FAIR COOPERATION FOR 
THE BOOT AND SHOE MANU- 
FACTURING INDUSTRY 


ARTICLE I—PURPOSES 


Section 1—To cooperate with the 
President of the United States in effec- 





tuating the policy of Title I of the Na- 
tional Industrial Recovery Act the fol- 
lowing provisions are established as a 
Code of Fair Competition for the Boot 
and Shoe Manufacturing Industry, com- 
prisin the manufacture of boots, shoes, 
sandals, slippers, moccasins, leggings, 
over-gaiters, and allied footwear chiefly 
of leather, and also footwear of canvas 
and other textile fabrics, together with 
such other products of the Boot and 
Shoe Industry as may from time to 
time be included in this Code. 





Section 2—This Code is not designed 
to promote or permit monopolies, or 
monopolistic practices, or to eliminate 
or oppress small enterprises, or to oper- 
ate to discriminate against them. 


ARTICLE II—ADMINISTRATION 


The National Boot and Shoe Manu- 
facturers Association (incorporated 
under the laws of the State of New 
York), which shall not impose inequi- 
table restrictions upon admission to 
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Buying Fashion Shoes 


By LAWRENCE A. SCHOEN 


Operating Director, Wise Shoe Co., Inc., New York 


The principles and procedures 
which were discussed in the writer’s recent series.of 
articles in THE Recorper under the title “The New 
Path to Profitable Retailing,” apply to your operations 
prior to the actual opening of the selling season. We 
have now come to the point where we must consider 
the principles and procedures which can best be used 
during the course of the selling season. In other 
words we come to the crucial problems of reordering 
and liquidation as the selling season progresses. 

In the beginning I would emphasize the fact that 
the underlying principles of operation do not differ 
at all from those outlined in the foregoing articles. 
You will recall that there were two principles which 
ran through all of the previous articles of this series. 
The first was the necessity of a continuing, alert an- 
alysis of customer requirements. The second was the 
necessity of planning in advance to meet those re- 
quirements. ; 

In the business of selling fashion merchandise one 
rarely finds a successful exception to these principles. 
The conditions under which you operate your busi- 
ness affect these two fundamentals not at all. It 
makes little difference whether you are a merchant 
operating your business with make-up shoes or 
whether you are a merchant operating your business 
with in-stock shoes. You must analyze your cus- 
tomers, you must plan your operations in advance. 

For proof of this you need go back no further than 
the Spring and Summer of 1933. I refer of course to 
the grey situation early in the Spring and to the 
White Buck situation in the Summer. You probably 
have found out many times that if a fashion really 
goes over almost every one is short of that popular 
merchandise and the man who is shortest of all is the 
man who does not plan in advance. Those merchants 
who depended upon in-stock service for greys and 
white bucks this year lost more business than the men 
who planned ahead and at least partially covered 
themselves. If 1 appear to have stressed these two 
principles at length it is only because I do not want 
you to lose sight of their importance in this work of 
merchandising your store during a selling season. 

This work really falls into two separate yet related 
pieces of work. The first of these is the determination 
of the total quantity to be purchased on the re-order 
of a given color and material. The second relates to 
the breakdown of this total quantity into the styles 
and sizes and widths which you will require in order 
to protect your store’s sales. Let us consider them in 
that order. 

[TURN TO PAGE 33, PLEASE] 











There's a PROFITABLE place 


in every high grade shoe store 
for these ingenious shoes 


Regardless of the shoes you are now selling, 
there is a definite place in your store for 
these scientifically designed "cushioned com- 
fort" shoes. 


In no way competitive with “standard” or 
"style" shoes, Rohn Nu-Matics fill the need of 
many men and women who require special 
features of comfort. 


Only in Rohn Nu-Matics will you find the twin 
selling features of live rubber cushioning and 
100% nail-less construction as well as style, 
quality and serviceability. 


Specialize on Rohn Nu-Matics . . . and you'll 
find them one of the most profitable items of 
your entire business. 





SEND FOR THE ROHN PLAN NOW 


An attractive 32-page booklet describes Rohn Nu- 
Matics and the advertising-merchandising idea be- 
hind them. Send for a copy—Rohn Shoe Mfg. Co., 
512 W. Florida St., Milwaukee, Wis. 





Fashioned in 31 distinctive styles on 12 different 
lasts for men, 17 styles over 2 comfort lasts for 
women, in all essential widths and sizes. 





Style No. 20 


shown above. 


Kohn 


Un Matic 


CUSHIONED SHOES 
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membership therein, is hereby con- 
stituted the agency for administering, 
in cooperation with the Administrator 
of the National Industrial Recovery 
Act, the provisions of this Code for the 
Boot and Shoe Manufacturing Industry. 

The Board of Directors of the Na- 
tional Boot and Shoe Manufacturers 
Association shall be elected by a fair 
method approved by the Administrator 
of the National Industrial Recovery 
Act, and shall be truly representative 
of the industry. 

A Planning and Fair Practice Com- 
mittee shall be elected from said Board 
of Directors by a fair method approved 
by the President of the United States, 
who may appoint thereto three mem- 
bers without vote. The President of 
the National Boot and Shoe Manufac- 
turers Association shall preside at 
meetings of the Planning and Fair 
Practice Committee with vote in case 
of tie, and the Managing Director of 
said Association shall be a member 
thereof without vote. 


ArTICLE III—STATUTORY PROVISIONS 


Employers in the Boot and Shoe 
Manufacturing Industry shall comply 
with the following conditions of the 
National Industrial Recovery Act: 

Section 1.— That employees shall 
have the right to organize and bargain 
collectively through representatives of 
their own choosing, and shall be free 
from the interference, restraint, or 
coercion of employers of labor, or their 
agents, in the designation of such rep- 
resentatives or in self-organization or 
in other concerted activities for the pur- 
pose of collective bargaining or other 
mutual aid or protection. 

Section 2.—That no employee and no 
one seeking employment shall be re- 
quired as a condition of employment to 
join any company union or to refrain 
from joining, organizing, or assisting 
a labor organization of his own choos- 
ing. 

Section 3.— That employers shall 
comply with the maximum hours of 
labor, minimum rates of pay, and other 
conditions of employment approved or 
prescribed by the President. 


ARTICLE IV—EMPLOYER-E MPLOYEE 
RELATIONSHIPS 


Insofar as consistent with the fore- 
going provisions, employers in the Boot 
and Shoe Manufacturing Industry may 
continue present employer and em- 
ployee relations and the selection, re- 
tention, and advancement of employees 
shall be on the basis of individual merit 
without regard to their affiliation or 
nonaffiliation with any labor or other 
organization. 


ARTICLE V—Hours AND RATES oF Pay 


Section 1.—No employee, including 
office workers (except as hereinafter 

rovided), shall work more than 40 

ours in one week: Provided, however, 
That during any 8 weeks of a 6 months’ 
period (the first period to begin on the 
effective date of this Code), employees 
may work not more than 45 hours a 
week. Time in excess of 8 hours per 
day shall be paid on the basis of time 
and one third. The foregoing max- 
imum hours of labor and overtime pay- 
ment, however, shall not apply to out- 
side salesmen, watchmen, firemen, 








cleaners, or to employees in a man- 
agerial or executive capacity who re- 
ceive more than $35 per week. Said 
maximum. hours of labor shal] not ap- 
ply to employees doing emergency, 
maintenance, and repair work, or work 
where restrictions of hours of workers 
on continuous processes would unavoid- 
ably reduce production or interrupt 
employment, but in any such cases, at 
least time and one third shall be paid 
for time worked in excess of 8 hours 
per day or 45 hours per week. 

Section 2.—No male employee shall 
be paid less than 37% cents per hour or 
female employee less than 32% cents 
per hour in any city over 250,000 pop- 
ulation; nor male employee less than 
36% cents per hour or female em- 
ployee less than 31% cents per hour in 
any city between 20,000 and 250,000 
population, inclusive; nor male em- 
ployee less than 35 cents per hour or 
female employee less than 30 cents per 
hour in cities or towns of less than 
20,000 population; except that the min- 
imum rates of 35 cents per hour for 
males and 30 cents per hour for females 
shall apply to all cities and towns, re- 
gardless of size, in the following States: 
Virginia, West Virginia, North Caro- 
lina, South Carolina, Georgia, Florida, 
Kentucky, Tennessee, Alabama Missis- 
sippi, Louisiana, Arkansas, Oklahoma, 
and Texas. There shall be no discrimina- 
tion in wages by reason of sex, and 
where in any case women do substan- 
tially the same work, or perform sub- 
stantially the same duties as men, they 
shall receive the same rate of wages: 
Provided further, Apprentices during a 
6 weeks’ period may be paid at a rate 
not less than 80 per cent of the mini- 
mum rate; such apprentice class, haw- 
ever, shall not consist of more than 5 
per cent of all employees in any estab- 
lishment. 

Section 3.—Not later than January 
15, 1934, the Planning and Fair Prac- 
tice Committee shall undertake an in- 
vestigation of the minimum wage scale 
contained herein and submit its report 
and recommendations thereon to the 
~~ > _ccrtaaapae not later than March 1, 

Section 4.—Unskilled employees re- 
ceiving in excess of the foregoing 
minimum rates of pay shall not be re- 
duced; and equitable adjustments in all 
pay schedules of employees receiving 
more than the minimum rates shall be 
made not later than 30 days after ap- 
proval of this Code by any employers in 
the Industry who have not heretofore 
made such adjustments under the 
President’s Reemployment Agreement. 

Section 5.—Employers and employees 
may make mutually satisfactory wage 
agreements covering the employment of 
the infirm, partially disabled, or phys- 
ically handicapped, if such employees 
do not constitute more than 5 per cent 
of the total number of employees. 

Section 6.—Pieceworkers shall be 
paid at least the minimum amount per 
hour prescribed in section 2 of this 
Article for the time employed. 

Section 7.—_Employers in the Industry 
shall not employ any minor under the 
age of 16 years; provided, however, that 
where a State law provides an older 
minimum age, no person below the age 
specified by such State law shall be 
ee by the Industry within that 
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ARTICLE VI—REPoRTS AND KEEPING OF 
ACCOUNTS 


Section 1—The Planning and Fair 
Practice Committee hereinbefore de- 
scribed shall require members of the 
industry to keep such accounts and sub- 
mit to the National Boot and Shoe 
Manufacturers Association for custody 
and compilation such reports from time 
to time as may be necessary to effectu- 
ate the policies of the National Indus- 
trial Recovery Act and the administra- 
tion of this Code. All statistical data 
filed in accordance with the provisions 
of this section shall be held confidential 
by the National Boot and Shoe Manu- 
facturers Association, and the data of 
one employer shall not be revealed to 
any other employer. In addition to in- 
formation required to be submitted to 
the National Boot and Shoe Manufac- 
turers Association, there shall be fur- 
nished to Government agencies such 
statistical information as the Admin- 
istrator may deem necessary for the 
purposes recited in section 3 (a) of the 
National Industrial Recovery Aet. 
Failure on the part of any manufac- 
turer in the Industry promptly to sup- 
ply such information as required under 
ee Article shall be in violation of this 

le. 


Section 2.—The National Boot and 
Shoe Manufacturers Association is au- 
thorized from time to time, as occasion 
may arise, to investigate and inform 
the President of the United States on 
behalf of the Industry regarding im- 
portation of competitive articles into 
the United States, in order that such 
importations may not defeat the pur- 
poses of the National Industrial Re- 
covery Act. : 


ARTICLE VII—CHARGES AND COLLEC- 
TIONS OF FUNDS 


Section 1.—For the purpose of ad- 
ministering this Code, the Planning and 
Fair Practice Committee is authorized 
to charge each manufacturer in the In- 
dustry in the United States one hun- 
dredth of 1 per cent (.0001) of the 
gross sales of such manufacturer for 
the calendar year 1932, or for his fiscal 
year ending in 1932, provided that no 
such amount shall be less than $50; 
and during the operation of this Code 
to make such further charges or re- 
ductions as may be found necessary. 

Section 2.—Such funds collected for 
the administration of this Code shall 
be deposited by the treasurer of the 
National Boot and Shoe Manufacturers 
Association in a special account and 
used only for defraying the expenses 
of administration thereof, for the re- 
imbursement of the National Boot and 
Shoe Manufacturers Association for 
such expenses as already incurred and 
which may hereafter be incurred in 
complying with conditions of this Code. 


ARTICLE VIII—TRADE REGULATIONS 


Section 1.—MISBRANDING AND MISLEAD- 
ING ADVERTISING. 

(a) Misbranding of products, in- 
cluding use of names of manufactur- 
ers, wholesalers, or retailers, in or 
on products or cartons not made by 
them or for them is unfair and in 
violation of this Code. 

(b) Advertising of such character 
as to mislead with respect to value, 
quality, manufacturer, or construc- 
tion of products is unfair and in 
violation of this Code. 
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STYLE and QUALITY 


will be essential in 1933 Fall and 


Winter Footwear. 
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Celastic Box Toes always assist in 


providing these important factors. 


@ 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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(c) The imitation, simulation, or 
use of trade marks, slogans, or other 
marks of identification having tend- 
ency and capacity to mislead or de- 
ceive purchasers is unfair and in 
violation of this Code. 

(d) Contributions by manufactur- 
ers of all or part of the cost of cus- 
tomers’ advertising, where the manu- 
facturer’s name or trade marks does 
not appear in such advertising, is in 
violation of this Code. 

Section 2.—SELLING BELOW COST, AND 
COST ACCOUNTING.—The practice of sell- 
ing below cost is detrimental to the 
Industry; and each manufacturer shall 
submit upon request a statement from 
a certified public accountant recognized 
by the Planning and Fair Practice Com- 
mittee for the Industry as qualified, to 
the effect that such manufacturer has a 
proper cost-accounting system; which 
statement, however, may not be ac- 
cepted as final by the Planning and 
Fair Practice Committee either as to 
cost accounting or as to selling below 
cost, 

Section 3.—MAXIMUM TRADE TERMS 
FOR DOMESTIC BUSINESS. 

(a) Selling wholesalers, depart- 
ment stores, retailers, and others in 
the trade on a net basis or with cash 
discounts is permissible, but in no 
case shall a discount in excess of 5 
pe cent be allowed; said discount to 
be allowed for payment of bills with- 
in 30 days from delivery date speci- 
fied on the order or date of shipment 
if later, 15 days additional west of 
the Rocky Mountains. 

(b) At the expiration of 30 days, 
with 15 days additional west of the 
Rocky Mountains, no cash discounts 
shall be allowed. 

(c) Such terms shall not be sub- 
verted or evaded directly or indirect- 
ly through allowances, trade dis- 
counts, selling below cost, or rebates 
of any kind. 

_ Section 4.—SpPEcIAL CARTONS. Spe- 
cial cartons or labels costing more than 
those regularly supplied by the manu- 
facturer shall be charged for in the 
amount of such excess cost. 

Section 5—UNJUSTIFIABLE RETURNS, 
EXCESSIVE CLAIMS, AND UNFAIR CANCEL- 
LATION. The methods of cooperatively 
exchanging information regarding such 
practices through the National Boot 
and Shoe Manufacturers Association 
may be recommended to be continued 
subject to the approval of the Admin- 
istrator. 

Section 6.—STYLE SHOWS. 


_ Style shows, Shoe Fairs, and exhibi- 
tions have been found to be numerous 
and costly to the industry. Participa- 
tion by paying a fee to the sponsors or 
promoters of such affairs, shall consti- 
tute a violation of this Code, except 
meeting in St. Louis in January, 1934, 
and exhibitions under the direction of 
the National Boot and Shoe Manufac- 
turers Association with no obligation on 
the part of any manufacturer to par- 
ticipate. Nothing contained in this 
paragraph shall be construed as pre- 
venting regional meetings or conven- 
tions where no fees to the manufactur- 
ers are charged or contributions re- 
ceived from them. This section shall 
not be evaded by provisions for Asso- 
ciate or Sustaining Memberships, ad- 
vertising in programs, or in any other 
manner whatsoever. 





ARTICLE [X—CHANGES 


This Code, or any of its provisions, 
is subject to change and modification; 
and may be amplified by the addition 
of other provisions by the administra- 
tive agency with the approval of the 
President of the United States. 


ARTICLE X—MOopIFICATIONS 


This Code and all the provisions 
thereof are expressly made subject to 
the right of the President, in accord- 
ance with the provision of subsection 
(b) of Section 10 of the National In- 
dustrial Recovery Act, from time to 
time to cancel or modify any order, ap- 
proval, license, rule, or regulation is- 
sued under Title I of said Act and 
specifically but’ without limitation, to 
the right of the President to cancel or 
modify his approval of this Code or 
any conditions imposed by him upon 
his approval thereof. 


ARTICLE XI—DATE EFFECTIVE 


This Code shall become effective im- 
mediately upon the expiration of 10 
days after approval by the President 
of the United States, and shall termi- 
nate upon termination of Title I of the 
National Industrial Recovery Act. Such 
termination, however, shall: not affect 
obligation and liability for payment of 
any charges levied under this Code as 
provided in Article VII. 


Foot Welfare and Shoe Progress 


[CONTINUED FROM PAGE 19] 


to overcome traditional customs. In 
the present era of greater freedom for 
women we have seen them cast aside 
one such mode after another, tight- 
laced corsets, bustles, hoop skirts and 
multiplicity of petticoats, perforation 
of the ears, and even pride in the length 
of their hair. 

The High Heel seems to be the only 
remaining relic of the older ideas of 
beauty in feminine apparel. Condem- 
ned, and even legislated against by 
state law, the high heel is still with us, 
and it may safely be predicted that 
only when women are ready to discard 
this object of criticism along with the 
old-fashioned corset, will it go, and not 
before. Until then the shoeman will 
undoubtedly be suspected of actually 
obstructing real progress toward foot 
health, notwithstanding the fact that 
lower heel shoes are now available for 
women’s use and the supply will always 
respond to demand as a mere matter of 
intelligent business. 

Thus, while the present models may 
retain features toward which critics 
can register complaint, a fair comment 
upon the situation would be that shoes 
represent at this stage, not what the 
shoeman is willing to do, but what 
his public has permitted him to do on 
the basis of the arbitrary economic law 
of supply and demand. Their vast im- 
provement over those of a generation 
ago, gives ample testimony of his in- 
terest and cooperative efforts in the 
hygienic phase of the foot problem; 
blame for lack of greater progress must 
be laid to the slow response of the pub- 
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lic to educational propaganda, rather 
than to lack of sincere effort on the 
part of the shoe trade at large. It is 
only with the cooperation of the public 
that the shoemen can attain one hun- 
dred per cent accomplishment in this 
phase of foot health. 


Sell Shoes and Services 
[CONTINUED FROM PAGE 19] 


The layout should bé attractive and 
in a style that can be carried through 
the series. The copy should be based 
on FACTS of interest to the custom- 
ers and written from the customer’s 
viewpoint: 

“Doing it up BROWN ? 

“Here are correct shoes for each Fall 
costume. Whether it’s a tailored tweedy 
sports outfit, or one of the new “dressy” 
costumes — whether it’s brown, red, 
green, or rust—you’ll find just the right 
brown shoes among these (number) 
new styles, in oxfords, opera’ pumps, 
and T-straps, in suede, calf, kid and 
combinations. See them in our window. 
Stop in and try them on. See their fine 
quality and workmanship. Know the 
comfort of correctly built shoes, per- 
ad fitted. Sizes—to—at $6 and 

8.” 


Several styles should be illustrated, 
with a description for each—for ex- 
ample — “Tailored oxfords—to wear 
with tailored coats and dresses. Suede 
with faggottink, $8,” or perhaps, 
“Leather heel oxfords—to wear with 
swagger suts and sports frocks. Suede 
with pin-hole calf, $6.” 

The importance of the theme justi- 
fies a reprint on good stocks as a mail- 
ing piece, or an illustrated letter, if 
the appropriation permits. 

When the ad is run, brown shoes 
should be the central feature of your 
window display. Using a plain, sim- 
ple background, before which various 
“unit displays” can be made, enables 
several different groups of shoes to be 
featured in one window. The heading 
of the ad is good copy for the showcard. 
Brown shoes should be generously dis- 
played within the store. 

Other themes of less importance may 
be used during the same week, given 
smaller ad space, with group displays 
in the window. Notice how “price” be- 
comes a detail that is merely men- 
tioned, not stressed, and how FACTS 
of interest to the customer increase in 
importance, in the ad copy—there’s an 
IDEA there, too. When a program of 
planned promotions is used, there’s a 
new angle of interest presented every 
time. One after another, they’re im- 
pressing the desirability of your shoes 
upon the public. Their straightfor- 
wardness and obvious truthfulness cre- 
ate a favorable impression. 

The same idea of planned promotion 
applies to all the other lines you carry. 
Timeliness, and the advertising appro- 
priation determine which lines shall be 
featured and the newspaper space and 
direct mail they shall have. Each ad 
is written around FACTS. 
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Buying Fashion Shoes 


[CONTINUED FROM PAGE 29] 


The real basis of the determination of your quanti- 
ties must be the operation of some weekly buying plan. 
TMe illustration in this article shows a suggested form 
of such a buying plan. While the exact form of your 
plan can and probably will vary, the information 
which the illustration calls for is essential to your 
operations. You will notice that this plan involves 
forecasting by color, material and heel, your sales, 
inventories and purchases for a period of four weeks. 

In operating this plan you must prepare a new 
sheet every week. Thus you drop the past week and 
add of a new week each time the plan is prepared. 
In this way you are forecasting four weeks in ad- 
vance at all times. 


The first step in the operation 
of your buying plan should be taken immediately after 
you have placed your opening season orders. Compile 
your orders according to color, material and heel and 
enter them on your buying plan form. You then 
estimate for the four week period covered by the plan 
your sales, inventories and from these two figures your 
purchases or re-orders. It might be well to consider 
at this time the fact that if you are buying make-up 
shoes your purchase re-orders will fall into two gen- 
eral groups. 

1. Those shoes which you must re-order before 
you see any actual selling in your store. 

2. Those shoes that you re-order after you see 
actual selling in your store. 

At the time you place your original order you must 
buy enough shoes to protect your selling for the 
length of time it takes you to secure mrchandise. For 
example if it takes your factories four weeks to make 
up shoes, then your initial order must be sufficient to 
protect your selling for four weeks. A week after 
this initial order has been placed you are faced with 
two alternatives. If you desire to cover your selling 
for the fifth week you must re-order immediately 
even though you have not as yet received the shoes 
and have had no selling. If you do not re-order at 
this time you run the risk of having your stocks de- 
pleted and losing sales when the fifth week rolls 
around. Your other alternative is to wait for selling 
before you re-order. This is really not an alternative 
in merchandising with make-up shoes; it is suicide for 
the merchant. 

Regardless of which of the two above alternatives 
is followed, the first step in re-ordering is to review 
carefully the weekly buying plan illustrated and de- 
scribed in this article. This should include a careful 
review of: 

1. Actual sales compared with estimated sales. 
[TURN TO PAGE 38, PLEASE] 
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A Complete Line 
of DISPLAY MATERIAL 
at Your Command 


For several seasons, price has 
been the dominant factor in mer- 
chandising. This Christmas the 
trend is changing. Experience 
has taught that the price argu- 
ment alone is a poor weapon. 
Alert shoe merchants will appeal 
to desirability and usefulness, if 
they are to meet the new compe- 
tition. Quality is becoming the 
keynote. Your store should re- 
flect this to meet the changing 
condition. Your windows, of 





We also make complete 
screens of well construeted 


d h jall- . 
ea gg in beautiful course, are your first line of at- 
aces tack. Make them sparkle with 


freshness. But be sure to get the most out of your display 
money by procuring decorations that have style, color- 
harmony, sales appeal. Actually your trimmings should 
sell your shoes, and they will, if they 
are Adler-Jones sales-tested materials. 

At your command is a wonderful 
array of fabrics, a large assortment of 
mouldings, ornaments, pilasters, and 
trims in wood and metal, for building 
your own panels and backgrounds; 
displayer sets, flowers, sprays and 
leaves of every description. 

Our Christmas line of decorations 
this year is full of ideas. You 
should have our 
colored folder 
showing the 
gorgeous selec- 

$ A fine assortment of 
tion of gar-  {eaves, sprays, garlands 


and flowers and other 
lands, wreaths, autumn follage is on 


creepers, vases, — pre-Christmas 
poinsettias, mis- 

Decorations are all ready tletoe, colored roping, and all. Write 
for your Christmas trim. fo» the illustrated folder today. 


Send Us Your Plans 


If you have a display problem that seems 
difficult, let us help you. We have concen- 
trated on such problems for over seventeen 
years. If our literature does not show ex- 
actly what you want, let us know about it. 
We'll be glad to help, but write us today. 


™= A DLER-JONES © 


651 S. Wells Street, Chicago + 

















WE DO OUR PART 











































































let’s go... 


Join the juvenile safety league, made up of shoe 
retailers who specify those permanently pliable, 
surprisingly durable, fine looking leathers 


ELKO 
NOWESCO 
DEERSKIN 


Their reputations for delivering fine value and 
thorough satisfaction is safe. These Northwestern 
leaders offer a complete selection of grades to meet 
the requirements of all good shoes—either juvenile 
or sports. 





Kitchener Brogue 

Russide Sootan 

W.L.I. Elk Sides 
-Smooth Sides 


NORTHWESTERN LEATHER COMPANY TRUST + BOSTON 


ELKO | 
~NOWESCO 
6 DEERSKIN 
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| Why Shoe Windows Need 
| A New Sales Slant 


[CONTINUED FROM PAGE 26] 


| mobile sales showed the most decided 

| pick-up. It is something important to 

| remember in planning how we shall 
show our merchandise so as to indfice 
people to buy. Showing shoes in win- 
dows, merely as shoes and nothing 
more, will scarcely get us very far. The 
shoe industry has done too good a con- 
struction job to enable the merchant to 
expand his business very far on a mere 
replacement business. The depression 
has proved that people can wear old 
shoes indefinitely if they must, and then 
pass them on to others for months of 
further wear. 

Shoes must be shown in windows as 
desirable, treasured possessions, that 
every man and woman will be proud to 
own and willing to make some sacri- 
fices to procure. The public must be 
taught to have a pride and respect for 
good shoes, so that a man, eager to be 
as well dressed as other men, will think 
instinctively of good shoes, styled for 
the season and occasion, and properly 
selected to harmonize with the rest of 


| his apparel. There is something very 





appealing to a man about well tanned 
leather, fashioned into shoes by fine 
craftsmanship, and there is a_ story 
to be told through advertising and win- 
dows that will have as its theme this 
keynote of quality in materials and 
shoemaking. New style ideas can be 
sold to men through proper promotion, 
as proved in the success of the sport 
shoe, which attained its crest of pop- 
ularity at the height of the depression. 

There is scarcely any limit to the 
possibilities of style appeal to women, 
or to the ways in which fashion can be 
portrayed through windows that are 
daring, novel and different. The women 
of the country are pretty thoroughly 
sold on the importance of shoes as a 
vital costume accessory, and with that 
fact as a starting point, it Should not 
be difficult to build displays that will 
develop a greater shoe acceptance. 

We believe the shoe window of the 
future will tell a frank story of price 
and values, but will not overemphasize 
the price appeal. Shoe prices today 
suggest nothing of which the merchant 
need be ashamed. Compared with 
clothing and other items of apparel, the 
advances in shoes have been moderate 
indeed. Some stores, like Regal, are 
telling a very convincing story through 
their windows, proving to the public 
that with raw materials greatly in- 
creased in cost, today’s retail shoe 
prices are truly remarkable. We be- 
lieve there is a genuine opportunity 
right at this moment to get this mes- 
sage to consumers in every community, 
through cooperative advertising and 
individual window displays, and thus 
help overcome incipient sales resistance 
by showing customers that shoes today 
constitute a really worth while “buy.” 
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local merchandising efforts easier and 
more certain of success. But the actual 
job of stimulating trade in a given com- 
munity is the responsibility of that 
community. 

“We have circulated leading manu- 
facturers and advertisers with a series 
of sample advertisements and 
gested that they move up their promo- 
tional and advertising programs to 
synchronize with our efforts. 


Oct. 14, 1933 


Public Buying Campaign 


[CONTINUED FROM PAGE 15] 


| 
| 
| 
| 


sug- | 


“During the NRA Blue Eagle cam- 
paign, the Federal Government sup- | 


plied large quantities of poster and 
lithographing material at Government 
expense. In connection with the Buy- 
ing Campaign, such poster and litho- 
graphing material will be supplied at 
the expense af local communities. 
“Fundamentally this is a merchan- 
dising campaign and it is reasonable 
that the cost of a merchandising cam- 
paign should be borne by those whose 
businesses profit by reason of the 
effort. Many communities have already 
launched their campaigns and at their 
own expense have provided their print- 
ed material. Some communities will 
desire to do this campaign on a more 
elaborate scale than others. The sup- 
plying of material of this nature by 
the Government results in waste in 
those communities where the local de- 
mand is not up to the estimate, which 
necessarily would have to be a guess 
on our part. In order to eliminate this 
wasteage, and to more definitely allo- 
cate costs in accordance with demands 
and results, we have determined to 
supply designs and samples for such 
poster and lithographing material. 
“No more perfect premise ever ex- 
isted for the success of any campaign. 
Expanding payrolls mean more money 
with which to buy goods; the removal 


of the fear of unemployment destroys | 


the incentive for hoarding; there is 
among our 125,000,000 people a vast 
capacity for the absorption of goods, 
due to the deferment of normal pur- 
chases during the depression; the hun- 
dreds of millions of dollars to be ex- 
pended in the Federal program of 


public works will add vastly to the mo- | 
mentum of employment; a reversal of | 


the hand-to-mouth policy of buying 
throughout the nation should in itself 
create vast additions to payrolls, and 
this new purchasing power thrown into 
the market will add momentum to the 
up-swing; and with the increasing 
values credit should become easier and 
banks resume their normal functions. 
“Nearly every household in America 
calls for replenishment of those goods 
whose buying is more easily deferred in 
periods of fear. There is furniture to 
be bought; houses to be repaired and 
repainted; clothing to be purchased, 
and the hundred and one other things 
needed to bring the American home 
back to the old standards of comfort 
and efficiency. 
“While the possibilities for stimu- 








lating trade in the consumers goods is 
tremendous due to public deferment of 
buying, the greatest opportunity for 


expansion is in the so-called capital | 


goods industries. Thousands of fac- 
tories have permitted their plant equip- 
ment to become obsolete and the first 
important manifestation of increased 
consumer buying will stimulate a great 
wave of vapital goods buying which in 
turn will be translated into expanding 
payrolls and again create a new wave 
in the forward movement. 


“We are having an analysis made 


of 16 major industries by the leading 
trade paper editors within those indus- 
tries, undertaking to show how much 
rehabilitation buying these industries 
will need to make to bring their equip- 
ment back to normal. In the railroad 
industry alone, buying for rehabilita- 
tion has fallen nearly one billion dol- 
lars under the average during the past 
three years. It is estimated that $200,- 
000,000 could profitably be spent 


immediately in the replenishment of | 


obsolete textile equipment. The phil- 
osophy of making the old car do an- 


other year has cost the automobile fac- | 
tories approximately 3,500,000 cars in 


three years. 


“We are now facing the crucial test | 


in the whole recovery program. It is 
a test of the capacity of the American 
people to follow through to a successful 
conclusion that which has been so au- 
spiciously begun. During the last Lib- 
erty Loan, the billboards of the nation 
displayed a poster of a man reaching 
into his pocket and saying ‘Let’s Fin- 
ish the Job.’ The job to be finished 
then was one of destruction. Today, 
we ask the American people to reach 
into their pockets, not for the where- 
withal to tear down, but to reconstruct, 
so that men and women may work and 
earn, and the evil of unemployment be 
banished.” 





Sidelights on Style Conference 


[CONTINUED FROM PAGE 21] 


incorrect application of these shoes, due 
to the lack of specific knowledge, 
brought about the conclusion that reg- 
ular shoes, properly fitted, were likely 
to give more satisfaction in the case 
of the growing foot, unless the knowl- 
edge and skill required for the proper 
fitting of the specialized types existed 
in the sales force. 

A good deal of comment was made 
upon the sport influence in all types of 
shoes for children. The shoes that 
move most readily reflect the sport in- 
fluence in their design and pattern. 
This is one of the reasons given for the 
popularity of the rough and grained 
surfaces spoken of previously. 

Altogether, the committee feels that 
there is ample reason, not only for 
optimism but for real enthusiasm as to 
prospects for business in the juvenile 
departments during the coming season. 











WHAT A SHOE! 


A steady trade builder, 
and profit producer. 





WE 00 OUR PART 


—that’s our 


“JIM” 





The mellownéss of 

Kangaroo, its  shape- holding, comfortable 
texture, with the refinement of style line, 

makes this truly the “last word” in Trade 

Builder shoes. 







Every try-on means a sale!! Why? Great 
value, style, fit, comfort. 
IN STOCK 
Widths Sizes 
ED gedkedinvecautes 7 to 12 
C, EEK -6 to 12 
OS ae. 5 to 12 
order — small 


Made to 
extra charge 


“JIM” 


No. 5 last 


10¢ per pair extra west of Denver. 


QUICK SERVICE 
“FD bi=1id” STATIONS 


Fr oeat ah go 



















wos ws. ca 

Stewart-Dawes nc 
poo geckcs 

Wm. R. Moore Dry Goods Co 
NASHVILLE, TENN: 


aM. Ancld Shoe Co 
BRISTOL, TENN. 


King Bros. Shoe Co. Neely, Harwell & C: 
CHAPLESTON, W. VA NEW YORK. N. Y. 
W. L. Smith & Co 4. f. Show Shoe Co. of New Tork 


OSHKOSH, WIS 


CHICAGO, ILL 
1. Brand? & Sons H.C. Roenitz Co 


CHICAGO, ILL PEORIA. ILL. 
Keehn Bros. 
CHICAGO, ILL PHILADELPHIA, PA 
R. L. Pennington Gell, Walt & Co. Inc. 
CLEVELAND, O. PITTSBURGH, PA. 
The Whitney-Roth Shoe Co Newell & Schneider Co 
DENVER, COLO. SAGINAW, MICH, 
the Jos P. Dunn Shoe & Leather Co gen 
OETROIT, MICH. ST. PAUL, MINN. 
American Cath Schefler & Rossum Co 


Merchants” Supply C shingten 
FORT WORTH, TEX. SIOUX CITY, 1A 
Hinckley-Tendy Leather Co, Earl F. Berg 


SPOKANE, WASH. 
The Adams Leather Co 
SPRINGFIELD, MASS. 
4. 1. Shaw Shoe Co. of New England ine, 
TOLEDO, OHIO 
Ainswort th Shoe Co. 


ZANESVILLE, OHIO 


GRAND RAPIDS, — 
tri Co. 
rene W.VA 
The Jeff 
ear iy = INO. 
Bayless. 
mane Ky. 
Dry Goods 
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ORIGINATORS ‘vy LEADERS 






































Dr. Hiss Classification No. 4 Dr. Hiss Classification No. 3 











WEDGE BALANCED 











STATEMENTS SUBSTANTIATED BY FACTS AND RECORDS 





I—ARCHLOCK brands of women's shoes have been manufactured and sold since June, 1922. 

2—ARCHLOCK phrase has been used by Dr. John M. Hiss, B. SC., D.O., M.D. of Los Angeles, 
California, for years in all his writings and literature pertaining to Hiss Method of Foot 'Manip- 
ulative Technique." 


3—ARCHLOCK shoes are manufactured with the Dr. Hiss Patented Cuboid Balancer (No. | ,484,785) 
which is not found in any other featured shoe of any Brand or Trade-Mark. 





4—ARCHLOCK shoes are constructed with our own special designed wedge balancing innersole. 


5—ARCHLOCK shoes are made on six (6) special designed lasts (developed by W. T. Dickerson) and 
have been in constant use in our factory for the past three years. ; 


6—ARCHLOCK shoes are sewed Welts—the channels are laid with our own formula channel cement 
—an exclusive and important feature as it prevents peely soles. 





7—ARCHLOCK shoes are presented and sold to the trade as an original product, possessing in con- 
struction patented features of proven merit that cannot be obtained in any other shoe of similar 


design. 

8—ARCHLOCK shoes are endorsed by Dr. John Martin Hiss, who prescribes them EXCLUSIVELY 
in his nationally renowned Foot Clinic in Los Angeles and are also endorsed and recommended 
by thousands of Physicians, Osteopaths, Podiatrists and Chiropodists throughout the United States, 
who rely only upon factual evidence supported by Authentic Research. 


— THEVVALKER T.DICKERSONCO. 


COLUMBUS, OHIO, U.S A. 


When writing advertisers please mention Boot and Shoe Recorder 
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(The FITTING RULE 
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RETAIL 
TALE/IVANSHIP 








QUESTION: Do you approve of 
paying doctors a commission for re- 
ferring their patients to your store 
for correct types of shoes? 

Do you consider it good business 
to offer school teachers, nurses and 
the clergy a 10 per cent discount on 
their shoe purchases? 

Wm. C. B., Cotorapo. 


ANSWER: If the types of shoes 
carried in stock are appropriate for 
certain types of feet, the ethical doc- 
tors will prescribe them to their 
patients without any expectations of 
remuneration. The insignificant num- 
ber of doctors who are expecting a 
commission are not worth-while 
catering to. They are not sincere, 
but will follow the largest “rake- 
off” ; they give the store a bad name 
with the medical profession and the 
public at large. 

It is always best to know that 
one gets his business on the basis 
of the merits of his merchandise. 

School teachers, nurses, and the 
clergy, unless they practice “group 
buying,” are not entitled to any more 
discount than those engaged in other 
occupations. 

x * * 

QUESTION — Do you_ think 
women ought to, or should go back 
to High Top shoes for comfort? 


ANSWER: No. Low cut shoes 
were popularized through the belief 
that they were more stylish. They 
have, however, not only become a 
thing of beauty but a joy forever as 
well. Low shoes are more healthful, 
they permit the foot to breathe. 
Each step in a low shoe creates a 
vacuum, permitting the air to circu- 
late and thereby keeping the feet 
more healthy. At the rate women 
are changing to open shoes—slashed 
open—punched open—or mere straps 
to keep the toes together—in other 
words, going in for shoes—“with the 
wide open spaces”—barefoot sandals 
will be the big thing by 1935. 
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Many questions relative to the science of 
expert shoe fitting come to the Recorder. 
A few recently received are given, together 
with the reply suggested by an able retail 
shoeman. 

The Recorder welcomes such questions, 
and will endeavor to furnish logical and 
satisfactory answers, so far as possible. 

We invite criticism of our solutions. We 
do not pretend to infallibility although we 
attempt to bring to the solution of each 
problem the experience of eighteen fairly 
successful years in the shoe business. Dis- 
cussion, criticism and suggestions will help 
as-much as questions to make The Fitting 
Rule, the Open Forum of the Fitting Stool. 





QUESTION: One of the most un- 
pleasant tasks we shoemen are con- 
fronted with daily is the problem of 
satisfying the customer who always 
finds fault with shoes slipping in 
the heels. Your reply, I am certain, 
will be highly appreciated by most 
shoe fitters who are interested in 
professional shoe fitting. 

CiypeE B., Our1o. 


ANSWER: Your problem, while 
a difficult one, nevertheless can be 
solved by tackling it from a psycho- 
logical as well as from the anatom- 
ical viewpoint. 

The reason we are placing psy- 
chology before anatomy is because 
the average person who is eternally 
complaining about his (but mostly 
her) shoes slipping in the heels is 
most always a highly sensitive and 
high strung person whose long, nar- 
row, bony feet (of the intellectual 
type) are, like her general makeup, 
easily irritated. 

To this type of customer, who will 
listen more to reason than to flat- 
tery, it may be explained that due to 
her sensitive feet, she must be fitted 
long enough to allow freedom of 
her toes. Consequently, the shoe 
feels somewhat roomier in the heel, 
while a shorter shoe would fit more 


snugly there, but would be apt to 
feel cramped in the forepart. 

This type of foot is, as a rule, flex- 
ible ; the foot elongates with the body 
weight upon it. Therefore, the length 
must be considered above all other 
fitting dimensions. 

A high arched shoe on a 13% to 
a 16% heel is absolutely essential to 
fit this type of foot to avoid com- 
plaints after the shoe is worn. 


* * * 


QUESTION: What is there to 
this business of X-Ray shoe fitting 
about which we hear so much? Is 
there really something to it, or is it 
just another advertising scheme? 

H. B., Cleve. anp. 


ANSWER: Fluoroscope machines, 
utilizing x-rays, are an invaluable 
aid to correct fitting, whether one is 
in the orthopedic or the “regular” 
shoe business. 

Under the fluoroscope, it is pos- 
sible to determine the exact positions 
of all the bones of the foot as they 
rest in the shoe. If the shoe is too 
long or too wide that is determined 
as readily as if the shoe is too short 
or too narrow by this method. 

It is almost impossible to fit shoes 
incorrectly if the fluoroscope is in- 
telligently used. And, it certainly is 
helpful in convincing certain types of 
customers, 

* * * 

QUESTION—What is the differ- 
ence between a Corrective shoe or on 
Orthopedic shoe? 


ANSWER: The term Corrective 
is general, and applies to shoes that 
aim at some form of aid or cure. 
The term Orthopedic is specific and 
applies to a shoe that conforms to 
the natural outline of the foot. Inas- 
much as most style form shoes tend 
to form the foot out of shape the 
Orthopedic type is the complete re- 
verse, the type that permits the feet 
to remain in normal shape. 
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THE RECORDER?S 
DISTINCTIVE WINDOW 
DISPLAY CARDS | a 


8 cards 314%” x 4”. 














10%. 


Selling is Through 
WINDOW 


IF the shoes in your windows 
could only say aloud: 


“This is a fine store . . . always courteous service. The cus- 
tomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 


RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
improve. 





You can’t contact the window shoppers outside, but you can 
GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 







Recorder cards are designed and written exclusively for shoe 
merchants. Double the value of your window displays with 
hand-lettered selling messages on colorful, artistic, die-cut 
show cards. 


ee 


Samples will be sent on request 











OCTOBER 


Corn color board; de- 
sign in orange, green, 
and black; text in black. 


Size: 8x14” 
COMPLETE TEXTS 


sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service. 
Fitting, Quality, Ete. 

Single Cards: 60¢ each 

Without Text: 35¢ each 








OCTOBER 
HARMONIZING 
TICKET 


Available to non-show 
card subscribers at 
prices listed below. 
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Attractive Hand Lettered Price Tickets 

IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J’—Adjustable Clips for tickets: 144 gross $2.25 

(tilts at any angle) 1 gross $4.00 

“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 





+“ 


“J”: Black and ‘s”: rale Green = «ug» ' : ons 

Gold Design on Design on Buff. he ae are Z”: Yellow Lan-  « Q’?: Orange 

Pale Yellow. s i a on Deep trim on Bright on Light Tan. 
—— Yellow. 
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‘O”: Rose Design 


“ye? Size... 5.605 
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JORE SHOES | 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 
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HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 





Merchants Service Dept. 
BOOT AND SHOE RECORDER 


367 W. Adams St., Chicago, Ill. 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards .. . 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ...4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ...2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, III. 

Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with October, for card _ service 
» for one year, consisting of 
holders (with the first month’s service), ........ cards 

blank tickets each month—OR— 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sel] MEN’S, WOMEN’S, CHILDREN’S SHOES, and 


WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 





When writing advertisers please mention Boot and Shoe Recorder 
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| AS 
MODERN 


AS TODAYS FASHION 










Silhouwelts are practical 






and serviceable shoes. 


They meet the demands 






of modern fashion. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SATURDAY, OCTOBER 14, 1933 









EVERY WEEK 





Brockton Strike Settled 


Brockton, Mass.—The strike situ- 
ation suddenly cleared here last Sat- 
urday, when the manufacturers after 
a conference with the Chamber of 
Commerce, a citizen’s committee and 
clergymen of all denominations de- 
cided to open their factories on Mon- 
day of this week. This means that 
8000 workers who have been idle for 
the past five weeks will be back to 
work. This strike was not one of 
workers against manufacturers, but 
between a new labor organization and 
an old established one. 

Brockton’s strike started when sev- 
eral workers refused to pay dues to the 
Boot and Shoe Workers’ Union. As 
this was a violation of the contract ob- 
served at that time by the manufac- 
turers, those workers were discharged. 

In order to throw open their shops, 
the manufacturers cast aside a con- 
tract existing for 30 years with the 
Boot and Shoe Workers’ Union and an- 
nounced that they recognized the right 
of their employees to participate in 
collective bargaining with representa- 
tives of their own chosing. The prin- 
cipal cause of the strike had been the 
opposition of many of the workers 
with the Boot and Shoe Workers’ 
Union. The new organization is the 
Brotherhood of Shoe and-Allied Crafts- 
men, 

The manufacturers also announced 
that all workers will be taken back 
without discrimination. 


35% Sept. Sales Gain 


Detroit, Micu.—Hack Shoe Com- 
pany showed an increase of business 
of 35 per cent last month over the cor- 
responding September of last year. 
This is believed to be the largest in- 
crease of any store in town, but is 
merely symptomatic of general reports 
to the RECORDER that shoe sales have 
picked up this month after consider- 
able slumps in August. 

Conditions are believed to be improv- 








‘News Bureau. 





ing generally, with regard to indus- 
trial employment here in particular, 
and this is the principal factor. Hack 
does not ascribe the increase to any 
special merchandising—no sales were 
used. The one effort made was a no- 
tice to customers that prices would be 
held down until Oct. 15, after which 
date the necessary readjustments would 
be made—but no other special induce- 
ment to buy was offered. 





Looks for Business Improvement 


PROVIDENCE, R. I.—Hugh T. Mona- 
han, owner of the Hugh T. Monahan 
Shoe Co., wholesale and retail, looks 
forward to a marked improvement in 
all business by the first of 1934. Con- 
sidering the bulging storehouse stock 
of many firms who have bought in ad- 
vance of the rising market, this shoe 
man believes these stocks must be 
moved along before conservative, steady 
business improvement can be realized. 

By the first of the year, he believes, 
prices will have become better estab- 
lished and consumers will have more 
money to spend in the shoe stores. 





Penny Off on Hides 


Boston, Mass.—Hide brokers re- 
ported a heavy selling Tuesday of 
steers and light native cows at prices 
fully one cent a pound below the previ- 
ous average of the month, says the 
Tanners of both sole 
and side leathers have been buying very 
indifferently of late and as a result 
hides have been accumulating in the 





MORE GIRTH; LESS LENGTH 


Lynn, Mass.—New lasts, for shoes for 1934, 
show more girth and less length. The bodies 
are thicker. But their thickness is concealed 
by graceful lines. Foreparts are short, some 
even stubby. Heels 2re high. Shanks are so 
short that they are of the U-turn class. 


eS 





hands of the big packers, the total be- 
ing approximately 700,000 hides up to 
the appearance of Tuesday’s selling, in 
which about 150,000 changed hands. 
Tanners are now showing more interest 
on the lower prices offered and addi- 
tional large sales are anticipated. 





Banking Situation Eased 


WASHINGTON, D. C.—Bankers and 
business men are predicting more nor- 
mal times during the remainder of the 
year in this city. The forecast being 
based on the opening of the Hamilton 
National Bank. The new institution, 
a consolidation of seven restricted 
Washington banks will put into cir- 
culation about $8,000,000 which has 
been tied up since the bank holiday last 
March. The liberation of 50 per cent 
of the funds in these various banks 
will be felt in every line of business in 
the city. 


Sales Reached New High 


BuFFALO, N. Y.—Joseph L. Hudson, 
merchandise manager for the J. L. 
Hudson Co., reports that sales of men’s 
and boys’ shoes in September reached a 
new high figure in the history of busi- 
ness with a major part of the business 
confined to the last week in the month. 
Much of this increase is attributed by 
Mr. Hudson to increased consumer con- 
fidence, increased employment and a 
desire on the part of customers to take 
advantage of current prices before 
anticipated advances. 





Reports Record Breaking Sales 


Boston, Mass.—The Colonial Tan- 
ning Company reports record-breaking 
sales for the month of September of 
more than 1,125,000 feet of Black and 
Colored patent leather. The previous 
record was made in March of this year 
and has stood until this past month. 





. .. of course PRICE is 
important to me, but 
I insist on STYLE and 
COMFORT in slippers! 


Young women like this...by the million... 
are your market. They haven't much to 
spend for slippers... yet they will sacrifice 
neither good looks nor comfort. 


ZAPON LEATHER CLOTHS ideally suit 
these demands. *QUALITY 87 and 
® IZARINE style easily, beautifully. They 
offer unexcelled comfort and give the im- 
pression of being worth many times their 
actual price. Their proven pulling power 
leaves no room for doubt. 





%& Variety of grains and @ This rich, sturdy, suede- 
colors adequate to satisfy like fabric makes beav- 
all tastes. Real pullers for tiful slippers 


men's and women's styles. that catch the 
eye... 


Qua.ity 87 | |[7apINE v2" 

















“The Standard of Quality Since 1884" 


THE ZAPON company 


oc A Subsidiary of ATLAS POWDER COMPANY 
STAMFORD, CONNECTICUT 
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Buying Fashion Shoes 


[CONTINUED FROM PAGE 33] 


2. Actual inventories compared with estimated in- 
ventories. 

3. Revision of estimated sales and inventories in 
accordance with your actual performance during the 
past two weeks. 

Following this review and adjustment of figures 
you should review each color, material and-heel group 
and pick out the weak spots that must be protected 
with a re-order. Assume for example that a review 
of your plan disclosed that four weeks from today 
you would have a shortage of high heel black kid 
shoes. Assume that you would have to have one 
hundred pairs more of these shoes to protect your 
selling during that fourth week. You are now con- 
fronted with the problem of deciding what styles 
should be bought on the one hundred pair re-order. 
If you are re-ordering before you see sales you must 
use your judgment as to the styles that are going to 
be the best sellers and place your re-orders on these 
styles only. If you have already registered sales on 
the shoes in this black kid high heel group you nat- 
urally will buy the one hundred pair re-order on those 
styles showing you the best selling. The remaining. 
styles not re-ordered should be liquidated. 

In connection with this re-order problem it is wise 
even in a liquidation period to maintain complete 
sizes and widths on one or two of your best selling 
numbers in each color and material group. This will 
protect your sales and at the same time will not inter- 
fere with the liquidation of your seasonal merchandise. 

Assuming that you have selected the styles you are 
going to re-order and the quantity to be bought on 
each, you now have the problem of allocating these 
quantities to sizes and widths. This is an important 
matter if you hope to keep your stocks free of end 
sizes, broken lines and various odds and ends. The 
principle to be applied here is relatively simple. Al- 
ways buy into what you already have in stock. To re- 
turn to our high heel black kid illustration, you should 
take a size-up of all the style numbers in your stock 
of high heel black kid shoes. Condense the sizes and 
widths, on one size-up sheet, into one composite figure 
for each size and width. In other words this com- 
posite size-up sheet will show the total of each size 
and width on hand for all styles taken together. Add 
to these figures the sizes and widths you have on 
order and when you review this composite size-up 
sheet you will quickly see the sizes and widths which 
are depleted. Place your one hundred pair re-orders 
in these depleted sizes and widths. Do not buy any 
size or width on which your composite size-up shows 
an ample quantity on hand or on order. 

These are the ways to make sure of having what 
your customers want, having clean stocks. 
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Louis J. Robertson 
Re-elected by Tanners 


New YorK—The annual meeting of 
the Tanners Council of America was 
held on Wednesday and Thursday, Oct. 
4 and 5, at the Waldorf-Astoria Hotel, 
with a general meeting on the morning 
of the opening day, followed by meet- 
ings of the various groups in the after- 
noon and on Thursday. 

An important feature of the meeting 
was the luncheon on Wednesday, at 
which the principal speaker was Sena- 
tor Pat Harrison of Mississippi. The 
Senator made an urgent plea for co- 
operation with the government in its 
program to reopen banks, increase 
prices and reduce unemployment. He 
expressed the conviction that when the 
guarantee of bank deposits law goes 
into effect on Jan. 1 practically all of 
the sounder banks in the country will 
be reopened. 

In the course of his address, Senator 
Harrison sharply criticized the attitude 
of some bankers for their failure to 
take care of legitimate credit needs. 

Following are the executive officers 
elected for 1934: 

Chairman of board, Louis J. Robert- 
son, Bayer-Robertson Leather Corp., 
New York; vice-chairman, Percival E. 
Foerderer, Robert ‘H. Foerderer, Inc., 
Philadelphia, Pa.; president, Fraser M. 
Moffat, New York; treasurer, Cecil Q. 
Adams, Bristol Patent Leather Co., 
Boston; secretary, J. Louis Nelson, 
New York. 

Executive Committee for Year 1934 
—Composed of chairman of board, 
president, treasurer and the following: 
C. Wilson McNeely, Allied Kid Co., 
Philadelphia, Pa.; George B. Bernheim, 
R. Neumann & Co., Hoboken, N. J.; 
David G. Ong, United States Leather 
Co., New York; A. F. Hunt, A. C. 
Lawrence Leather Co., Peabody, Mass. 

Directors Representing Various 
Groups, 19384: Bag and Strap, James 
T. Jeffrey, J. G. Curtis Leather Co., 
Ludlow, Pa.; Calf & Kid, Victor G. 
Lumbard, Ohio Leather Co., Girard, 
Ohio; Fancy, George B. Bernheim, R. 
Neumann & Co., Hoboken, N. J.; Glove, 
Joseph W. Mendel, Gloversville Leather 
Mfg. Corp., Gloversville, N. Y.; Goat 
and Cabretta, Harold Connett, Surpass 
Leather Co., Philadelphia, Pa.; Har- 
ness, George E. Scholze, Robert Scholze 
Tannery, Chattanooga, Tenn.; Sheep 
and Lamb, Willard Helburn, Helburn 
Thompson Co., Salem, Mass.; Sole and 
Belting, J. J. Desmond, J. W. & A. P. 
Howard Co., Corry, Pa.; Upper (East- 
ern), Willis E. Thorpe, Lord Tanning 
Co., Woburn, Mass.; Upholstery, Sher- 
wood B. Gay, Blanchard Bro. & Lane, 
Newark, N. J.; Upper (Western), Mar- 
cus C. Weimar, Armour Leather Co., 
Chicago, III. 

Ex-Officio — Executive Committee: 
Victor G. Lumbard, Ohio Leather Co., 
Girard, Ohio. All officers and members 
of the Executive Committee are ex- 
officio directors. 
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BROCKTON HAILS END 
OF STRIKE 


Brockton, Mass.—The general attitude of 
Brockton shoe manufacturers, regarding the 
settlement of the strike there, is best expressed 
by C. Chester Eaton, president of the C. A. 
Eaton Company and one of the South Shore’s 
most widely known manufacturers, who de- 
clared: “I think we shall be better off than we 
have ever been.” Mr. Eaton played a prominent 
part in the strike as spokesman for the manu- 
facturers’ group and has long been recognized 
as one of the district’s outstanding leaders. 

Work has been resumed in the following fac- 
tories: Diamond Shoe Corporation, Field & Flint 
Company, Doyle Shoe Co., A. Freedman & Sons 
Shoe Co., C. A. Eaton Shoe Co., M. A. Packard 
Shoe Co., Stacy-Adams Shoe Co., Stone-Tarlow 
Shoe Co., Thompson Bros. Shoe Co., Ideal Shoe 
Co., and E. E. Taylor Company. Other factories 
due to open later in the week are the W. L. 
Douglas Company and the George E. Keith 
Company. 

Among the other factories of the district not 
affected during the labor controversy are the 
Corcoran-Gleason Shoe Co., Brockton Co-Oper- 
ative Shoe Co., Old Colony Shoe Co. and the 
Field Shoe Co. These companies have continued 
production and are all working on a five-day 
schedule at present. 








Bata Considering Md. Location 


BALTIMORE, Mp.—Maryland may be- 
come the site of a large shoe factory of 
the Bata shoe manufacturing interests 
of Czecho-Slovakia, as a result of the 
acquisition of options on 900 acres of 
land on the Bush river at Belcamp, 
Md. Furthermore, the American rep- 
resentatives of the Bata interests have 
obtained factory plans and estimates 
from ten different Baltimore contract- 
ors. It is expected that decision will 
be made within the next ten days or 
so. The decision, it is reported, will 
be made by John Bata. 





Shoe Department Enlarged 


Des MOINES, JA.—Enlargement of 
the shoe section of the J. C. Penney Co. 
department store has been completed, 
giving two and a half times as much 
space as formerly. Greatly increased 
business has resulted each day the 
change has been in effect, over the 
same period a year ago when the Des 
Moines store was opened for business, 
according to J. P. Knight, head of the 
department. The shoe department now 
occupies the entire balcony section of 
the store and the sales force of the de- 
partment has been doubled, made pos- 
sible in part by the NRA program. 





Raskins Opens Store 


SAVANNAH, GA.—Raskin’s Shoe Store 
has opened for business in its handsome 
new store at 17 West Broughton Street. 
Located in the heart of the downtown 
retail district, this well known store 
was visited on opening day by several 
thousand Savannahians and out of 
town customers. Alex Raskin is the 


owner. 
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ROGERS 


DAYTIME 
WALKING 
SHOES 











Rogers’ past repu- 
tation for selecting 
sure selling pat- 
terns which make 
money for you is 
again evident as 
they present these 
fashionable styles. 


NEWSPAPER MATS FURNISHED FREE 


$4.90 IN-STOCK 


At = AA TO C WIDTHS 


ALEETA 





Inlaid with Deauviller’s Paldoe Cloth—Black 


Suede—Brown Suede—Black Calf 
—Brown Kid. Cuban Heel. 


SANDRA 


Side 


Tie—Black Calf 
Suede—with Black Calf Trimming 
and Tip—High Heel and Cuban 


Beautiful 


Heel. 





Brown Calf 
All over Full Grain Black 


Black Calf Suede-——Calf Trim. 
Suede—Kid Trim. 








] Terms: 2 per cent—30 days. | 
ROGERS BROS. 
SHOE CO. 


59 LINCOLN ST., BOSTON, MASS 





* * 













40 


lel eel 





hes 


WHERE TO BUY 


Sport Footwear 
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WHERE TO BUY 
Men’s Shoes 
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“Tlettleton 


Shoes Now Retail $8.50 Up. 








A. E. NETTLETON CO. 
H. W. COOK, Presidens 
Syracuse, N. Y. 




















“HIGHEST, GRADE ONLY” 








Race 
MEN’S FINE SHOES 
OLD COLONY SHOE CO. sonenton 


BOSTON 


NEW YORK 
@ 10 High St. 


Marbridge Bldg. 








ORIGINAL 


Deh, 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 
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What’s Showing in Cincinnati 


CINCINNATI, OHI0O—The effect of 
Mae West on shoe styles is shown in 
many of the shoes. High-heeled, round- 
toed all-black satin oxfords and three- 
button all-black satin slippers for wear 
with the Lady Lou dresses are shown. 

Potters are showing not only those 
but also dress and sports shoes in eel 
and black suede and suede and leather 
combinations. 

A pair of black tucked shoes are 
made from five feet of leather and have 
the effect of lizard skin. They are in 
tie, three eyelet and pump styles. 
Their shoes for evening wear are white 
satins, gold and silver sandals and cut- 
out sandals for tinting. Black velvet 
pumps for wear with velvet dresses 
are also shown by Potters. 

Smith-Kassons are showing suedes 
mainly in black and brown, for both 
dress and street wear. 

Pogues have had an enormous de- 
mand for black satin oxfords to be worn 
with the satin ensemble, suedes fol- 
lowing in favor, with combinations of 
kid, etc. One of their smartest models 
in suede is a side-lace oxford with kid- 
skin trim. 

In fact, the hissing sound one hears 
nowadays when one asks shoe men what 
the leading material is, is the effort he 
is making to decide which to say first— 
satin or suede. 





New Pump Bows 


PHILADELPHIA, Pa.—The vogue seen 
in general dress accessories for braid- 
ed silk cord and metal combinations, as 
applied to bracelets, clasps and the like 
is being reflected in a pump bow now 
being offered and which is receiving ac- 
ceptance in leading retail stores, re- 
ports Rivelis and Brick. The loops 
and bow ends are made of a special 
silk braid with a tassel end held in po- 
sition with small metal bands and what 
would be the central fold of the bow 
is a clasp also of metal. Both silver 
and gilt are used for the metal por- 
tions, depending upon which har- 
monizes best with the fabric. For ex- 
ample, silver with black, gold with 
brown. 





Slipper Trade Bright 


LYNN, Mass.—The slipper trade is 
the brightest spot in the shoe indus- 
try hereabouts, and the slipper makers 
of Lynn and vicinity are running their 
shops to capacity, some having orders 
sufficient to keep going until well into 
December. The bulk of business is on 
popular price slippers. 

Slippers are now made so that they 
tread straight and true. The heel 
seats remain on a level for as long 
as the slippers are worn, and the coun- 
ters stand up according to the mould, 
and cling snugly to the heel of the foot. 
Slippers fit so comfortably, and look so 
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neat, that they are more commonly 
worn than formerly. That’s the rea- 
son for increase on slippers, according 
to practical shoemakers. 


Washington Rubber 
Season Starts 


EDMONDS, WASH.— Puget Sound’s 
“Duck Weather” starting in September, 
gave impetus to the rubber footwear 
featured at Durbin’s Store, Fifth and 
Main Streets, this city. Durbin’s spe- 
cialized this September in rubbers for 
all manner of men, women and little 
folks, displaying and sales promoting 
for country and city folk its new rub- 
ber boots, packs, zippers, snaps, storm 
footwear, and just plain rubbers. 








Pump Sales Increasing 


PHILADELPHIA, Pa.—Leon Bett, of 
the Bett Shoe Co., states that the de- 
mand for plain pumps seems to be 
steadily increasing in proportion to 
general sales. No matter what the sea- 
son, this item continues to be the larg- 
est seller. All leathers are represented 
in the sales according to what may be 
especially in vogue at the time, but 
the pump not only seems to go on for- 
ever, but seems also to increase in pop- 
ularity. 





Suedes Lead in Birmingham 


BIRMINGHAM, ALA.—A long dry and 
hot period has prolonged the fall shop- 
ping season in Birmingham and, in 
fact, it did not get under way until a 
few days ago. However, the first two 
weeks of October and the last week of 
September saw shopping at its peak for 
the Fall. 

From all indications, it looks like a 
big suede season this fall and winter 
in Birmingham. Brown and black, as 
usual, are the two leading colors, while, 
for variety’s sake, a few blues and 
greys are being sold, a survey indicates. 

H. W. Tankersley, manager of the 
department at Loveman, Joseph and 
Loeb, is experiencing a nice demand for 
rough leathers in Mandruca and scuffed 
leathers. Oxford ties and pumps are 
leading in styles, he says. Those that 
are not buying this type of shoe are 
buying suedes. 

T. M. Baker, of the Millwood Shoe 
Company, Birmingham’s newest shoe 
store is also an advocate of suedes. 

The Fall’s newest innovation, two- 
button spat pumps, are going only mod- 
erately well in Birmingham. Money is 
more plentiful, but the stage has not 
been set for novelties such as these. 
Birmingham women still prefer dollar 
for dollar in values and, although the 
buttoned spat style may be a good 
value, it is hard to convince the cus- 
tomers to that effect. Combination 
suede and kids are also selling very 
well in pumps and oxfords. 





National Seasonal Opening 
New York, Dec. 5-8 
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We need not talk about the supremacy of 
kid in general, but these kids, Calluna 
and Crushed Calluna, possess a_ super- 
supremacy (see the six points in their favor 
further on in this message). ‘They are the 
answer to the leather side of the otherwise 
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Crushed Calluna is a new member of the Sur- 
pass kid family. A debutante, extremely 
pretty ... and so clever... nevertheless tough 
and strong like a sporting man. Crushed Cal- 
luna, like our now famous Calluna Kid, offers 
the same scintillating “lively” surface so apro- 
pos this season. Everyone will recognize the 
desirability of this new “crushed” effect and, of 
course, the ribs of Calluna Kid remain a classic 
necessity for the “up-to-the-mode” woman. 

Be sure and see samples of this great pair of 
kids. Your designers will approve of them and 
so will your customers. Cal- 


luna Kid and Crushed Calluna S U R PA S S 
LEATHER CO. 


have these six points in their 
favor: 1. They are the most 
unique development ever 


complex 1933-34 ensemble. 





made in kidskin; 2. The appearance appeal is 
that of a “heathery” fabric; 3. They have the 
wearing qualities of the genuine kid which they 
are; 4. The lively surface and harmonizing 
duotone colors make it the perfect touch for 
the new ensemble; 5. Style critics and the 
makers of high fashion shoes are enthusiastic 
about them; 6. They can be so satisfactorily 
manipulated that they find place and favor in 
a host of costume accessories, including belts 
and handbags. 

Colors: Calluna Kid: in a black with white 
in a duotone brown, and in 
a sophisticated gray. Crushed 
Calluna: in the new blue, 
in a lovely brown and in a 
delightful black. 





When writing advertisers please mention Boot and Shoe Recorder 
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THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Black Suede 
Brown Suede 
Kaffir Calf 

Patent Leather 

Brown Kid 

Black Moire 

White Moire 

White Kid 

White 
tin 

Black 

Satin 





















Regent and Seamless 
High and Baby Louls 
AAA te © 


BETT SHOE CoO. 
58 N. 4th St., Philadelphia, Pa. 
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Riding Boots 
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| RIDING BOOTS 
, *° IN-STOCK 
For Men, Women and 
\ Children—also 
Jodhpurs and Field 






Boots. 
Write for catalog. 
pM. CONNEGD 


sHOE Co. 
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» STORE CHANGES 4 
Remodeled Children’s 
Department 


DENVER, CoLo.—A “Billiken Shop,” 
attractively laid out and decorated in 
a manner designed to please children, 
has resulted in a decided increase in 
shoe sales at the children’s shoe de- 
partment of the Joslin Dry Goods Co., 
Denver, operated in conjunction with 
the women’s shoe department. 

The new department, situated at the 
back of the women’s department, has 
a seating capacity of 25 in a number 
of specially constructed benches. They 
have high, comfortable backs and bot- 
toms sloping downward toward the 
backs to overcome the tendency of the 
average child to sit on the edge of: his 
chair. Each bench seats five children, 
the space being divided by arm rests. 

According to buyer ©. S. Gaylor, the 


ting among small children trying on 
shoes. They are so interested in the 
department that they offer no objec- 
tion to being fitted no matter how long 
it takes. The only difficulty has been 
that some children object to leaving. 





Samuel Marks Opens Store 


RoANOKE Rapws, N. C.—The first 
exclusive shoe store in this section has 
just been opened carrying popular 
priced shoes for men, women and chil- 
dren. $5 will be the top selling price 
range, other ranges from $1.45 up. 

This store will be under the manage- 
ment of Samuel Marks who has been 
connected in the retail shoe business 
for ten years. Mr. Marks will also 
have charge of all buying. This store 
will be operated as The Fair, Inc. They 
have adopted the slogan, “We Always 
Tell The Truth.” 





Moves Shoe Department 


KansAs City, Mo.—Since moving 
the women’s and children’s shoe depart- 
ment from the first floor to the fourth 
floor of Peck’s department store busi- 
ness has improved materially, accord- 
ing to Roy E. Sullivan, buyer and man- 
ager of the department. 

The new department. is slightly 
larger than it was, is better arranged 
and decidedly more attractive. _Deco- 
rations and furnishings are modernis- 
tic, black and silver being the wall and 
panel color scheme. Chairs and fitting 
stools are chronium frames with black 
leather upholstering. 





Watters Discontinues Men’s 
Shoes 


BuFFALO, N. Y.—The Watters Shoe 
Co. has discontinued the sale of men’s 
footwear and will concentrate on 
women’s shoes in addition to a new 
accessories shop which has been opened 
on the street floor in the space formerly 
occupied by the men’s department. The 
women’s shoe department will continue 
to be located on the second floor of the 
Genesee building at Main and West 
Genesee Streets. The accessories shop 
will feature hosiery, handbags and cos- 
tume jewelry. Irving Bauer is presi- 
dent and general manager of the com- 
pany. 


Wise Branch in Chicago 


CuHIcaGo, ILL.— The twenty - sixth 
unit of the Wise Shoe Stores opened 
up for business at 31 South State 
Street. Interested shoppers crowded 
the foyer and taxed the seating ca- 
pacity of the store during the two open- 
ing days. 

The store is under the management 
of Robert M. Pidot, formerly with 
Maling Brothers in their State Street 
store. Fifty-five employees, mostly 
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Effective Advertising 


Detroit—Personal introduction of 
the men behind business was the key- 
note of a recent advertisement used by 








PARK « ELIZABETH. scrom trom Women's City Cisb Bidg 


Enaire Building devoted to Shoes 


Come In This weet and see our new larger 
store with shoes for Men, Women and Children. 
Don’t put it off. Come now—this is get ac- 
quainted week. Bring the youngsters, big or 
little. There's a souvenir for every boy and girl. 


We are carrying shoes for All the 
Family, including Cantilever. 
Arch Relief and Archlock. Better 


Personal _super- 
vision of Mr. Clyde K. Taylor, 
nationally recognized authority 
on children's shoes. 

Park your car in the North Unie 
Garage a er west — we ag 

ive you a free parking ticket. 
Bark the children in our attractive. 
supervised Playroom. 














Stuart J. Rackham, Inc., in their series 
to tell Detroiters about their modern 
new store. Full picture of the store, 
which fronts on two fine business 
streets and has its private elevator ser- 
vice—two floors are devoted to shoes 
and hosiery departments—was used, as 
“new shoe headquarters,” with smaller 
cuts of the owners, Clyde K. Taylor, 
and Stuart J. Rackham. 





42,000,000 Pairs Ahead 
Production 


WASHINGTON, D. C.—Shoe produc- 
tion for the month of August reached 
the high figure of 36,890,956 pairs ac- 
cording to statistics just released by 
the Department of Commerce, Bureau 
of Census. Comparing the same month 
of 1932 when production was reported 
as 30,784,991, August, 1933, shows a 
gain of 6,100,605 pairs. 

The January to August figures re- 
veal 243,774,152 pairs were produced 
for the first eight months of 1933 as 
against 201,090,607 for 1932. The’ in- 
dustry apparently has been running at 
a greatly increased capacity compared 
with 1932, indicated by the gain of 42,- 
683,545 pairs recorded for the eight 
months period of 1933 or a gain of 21.2. 





New Family Shoe Store 


BALTIMORE, Mp.—An addition to the 
family shoe stores of this city is the 
Boston Shoe Store, which has been 





Chicagoans, have found jobs at this 





decorations practically eliminate fret- 


store. 


opened at 1421 North Gay Street. 
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English Store Magnate Here 


New York, N. Y.—F. J. Marquis, 
joint managing director of Lewis’s 
Ltd., and president of the Incorporated 
Association of Retail Distributors of 
Great Britain, visits America this 
week, with the following members of 
his staff: 





F. J. MARQUIS 


R. A. L. Cohen, assistant general 
manager of Lewis’s Ltd. buying office. 

S. C. Jackson, assistant general man- 
ager of Lewis’s Ltd., Liverpool. 

D. L. Webster, general manager of 
Bon Marche (Liverpool) Ltd., Liver- 
pool, 

P. G. R. Whalley, secretary of 
Lewis’s Ltd. 

Lewis’s is one of the most successful 
of the British store groups. 

Mr. Marquis has played a prominent 
part in British retail distribution. He 
is a University man and began his busi- 
ness career as secretary to the Incor- 
porated Federated Associations of 
Boot and Shoe Manufacturers of Great 
Britain and Ireland. 

He has played a distinguished part 
in the store life of England and has 
been president for the last three years 
in succession of the Incorporated As- 
sociation of Retail Distributors, which 
is the official organization of the de- 
partmental stores of England. He is 
visiting America for the purpose of 
studying the latest store developments 
and also the great financial experi- 
ments which are now in operation. 


Jack Evans With May Co. 


Los ANGELES, CALIF.—Jack Evans, 
son of Harry Evans, Coast representa 
tive for the Field Flint Shoe Co., is 
now associated with the May Co. in the 
Dr. Locke shoe section. Previous to com- 
ing to this store, Jack assisted his 
father in operating the Foot-Joy Shop 
in San Francisco. 























SENECA 


B-5744—Brown Pigskin 
B-5745—Black Pigskin 
B-5746—Grey Suede 

B-5747—Black Suede 
B-5748—Brown Suede 





CYCLER UTE 
B-5795—Brown Calf B-5752—Brown Calf 





Shoes for Women $5.00 and $6.00 


we 
Yap 


COMBINATION LAST 


ARCH SHOE 


IF 


you need a line whose sale remains constant in 
good times or bad—whose wearers refuse to 
abandon them because they are offered bargain 
lures—then we would like to tell you about 
Robinson-Bynon Shoes—what they have done in 
the past few years—what they will do in the 
next few years. 


Just drop us a line. 


ROBINSON-BYNON SHOE CO. 


Auburn, New York 





ABERDEEN 


B-5753—Black Manducco Calf 
B-5754—Brown Manducco Calf 























WHERE TO BUY 


Dancing Shoes and Taps 
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TAP SLIPPERS 
wie Taps 
ne strap 1.75 
Black Kid Ribbon 7 


One strap 2.05 
Fatent 
eather Ribbon tie 
snooKs SHOE ure. 4°? 
Swanson Ritner 
Philadelphia 
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WHERE TO BUY 
Spats 
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BOND STREET SPATS 
— oe ‘test demand 
use @ 
cons! : advertising ta 
national magazines 
on networks. Pre- 
ferred by most retailers 
because of public demand, 
streng mer ising 
hel execlient display, 
eee and 
pares. IN 
FOR IMMEDI- 
ATE DELIVERY In full 
lon of a, 
ors and w fer F 
pies and prices. The 
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BOND 
STREET Jpats 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 












E & SONS, INC., 

bee + SER HILL, MASS. 

. Stock—Men’s Full Leather Lined 
Handturned Slippers 

Priced from $1.75 

Kid Pullman Slippers 

colors and black with 


jnap Pocket $1.35 
‘Zipper Pocket $1.50 


SN 


EVANS—STANDARD SLIPPERS 


Genuine Hand Turns 
= Rwy — 


nd Soft 
‘iN STOCK 
Send for Cataleg 
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Alley in Old Territory 


Lud Alley, well-known shoe traveler, 
is back among the trade of Portland, 
Ore., and vicinity, after a few months 
in the Kansas territory. He is now 
with Endicott-Johnson Co. in the Sher- 
lock Building. 





Covering Ohio for Drew 


Announcement has been made by the 
Irving Drew Co., Portsmouth, Ohio, 
that Irving Lloyd will now cover the 
state of Ohio for this firm. Mr. Lloyd 
has been in the office at the factory for 
some time and has now been promoted 
to a responsible road position. 





P. N. W. Travelers Active 


Three outstanding shoe travelers in 
the Pacific Northwest and officers of 
the Pacific Northwest Shoe Travelers 
Association are doing splendid work 
toward securing for this association 
and its members the benefits of the 
traveling men’ under the NRA—Ed- 
ward MacLean, Portland, secretary of 
the organization; Allen K. Umphrey, 
president, and Harry Bennigson of 
Spokane. 

The membership of this live organi- 
zation is now four times as large as it 
was when President Umphrey took 
office. These men are now working in 
close cooperation and making a vigor- 
ous drive for jobs for the members 
still unemployed. 





Heads New Stoughton Firm 


Frank M. Roan, well-known South 
Shore sales executive, and for many 
years active in the sales department 
of the Brockton Shoe Mfg. Co. and 
Joseph F. Corcoran Shoe Company, 
heads a newly established manufactur- 
ing firm, comprising also Paul Mitchell, 
for many years identified with the Cor- 
coran-Gleason Shoe Company in a sales 
capacity, and well known throughout 
the volume buying trade in the East 
and Middle West, and George Walker, 
the senior member of the Walker-Thall 
factory of Stoughton, Mass., recently 
taken over for the new undertaking. 
Medium-priced welt shoes, along with 
a selected line of riding boots for the 
volume trade, has been planned, and 
production is scheduled to start within 
a fortnight. 


Empire Representative Named 


J. F. Eldon has assumed responsibil- 
ity as representative of the Empire 
Specialty Footwear Co. in the New 
York Office territory. He has been a 
member of the company for a great 
many years and is thoroughly conver- 
sant with all details of the various lines 
and factories. 
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The complete Empire line of leather 
goods and rubbers and tennis lines for 
the metropolitan area, as well as for 
Baltimore and Philadelphia will be sold 
through this office in the Marbridge 
Building to the larger chain and de- 
partment store trade. 

Miss R. Heller, who has been in the 
office for some time as secretary to the 
late Harry Brown, will continue. Mr. 
Eldon will be assisted by A. C. Chris- 
tina, who comes directly from Empire 
headquarters in Endicott and is thor- 
oughly familiar with all details of the 
Empire department. 





» FACTORY CHANGES 4 





D. H. Dillard Resigns 


RICHMOND, Va.—John W. Craddock, 
chairman of the board of directors of 
the Craddock-Terry Shoe Company, 
manufactuders, of Lynchburg, Va., has 
announced that D. H. Dillard has re- 
signed as president of the company. 
Mr. Dillard continues as a director of 
the company. He is president of the 
Old Dominion Box Company. 

The board, Mr. Craddock, announced, 
decided to place the business in the 
hands of a management committee, con- 
sisting of John A. Faulkner, James T. 
Noell, Jr., and T. G. Hobbs. 

The executive affairs of the com- 
pany will be under the direction of 
Thomas E. Casey, who was elected ex- 
ecutive vice-president. Mr. Casey im- 
mediately. resigned as controller and 
secretary, and H. A. Wells, who has 
been chief accountant, was elected sec- 
retary and controller. 


Enlarges Plant 


ROCKLAND, MAss.—To expedite in- 
creased production, the E. J. Givren 
Shoe Company have renovated their 
Rockland factory, acquiring 6000 ad- 
ditional square feet of floor space and 
have installed machinery and equipment 
to increase their production to 135 
dozen pairs daily, according to an an- 
nouncement recently issued by Walter 
Arnold, well-known sales manager of 
the company. This organization, who 
make for the volume wholesale and re- 
tail field, specialize in men’s low-priced 
welts, and have been working at ca- 
pacity basis with a sufficient number of 
orders on hand to assure full-time pro- 
duction well into the Fall season. 





Austin With Morris Shoe Co. 


MIDDLEBORO, Mass.—Fred Austin, 
for many years with Leonard, Shaw & 
Dean Company at Middleboro, has 
joined the executive staff of the Mor- 
ris Shoe Company, which recently mov- 
ed from Taunton to Middleboro. 

Lincoln Shoeman, at one time with 
the same company, is also with the 





Morris Shoe Company. 
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Commends Leather 
Industry Support 


New York, N. Y.—Chairman James 
J. Lyons, of the Leather Division in the 
NRA parade in New York, has received 
an official acknowledgment from Grover 
A. Whalen, city chairman, of the splen- 
did co-operation of the leather indus- 
try. 

Mr. Whalen’s letter reads as follows: 

“Now that the President’s NRA Day 
Parade is over, I want to express my 
very genuine appreciation for the in- 
terest and support that you gave to it. 
I am particularly grateful for the man- 
ner in which you organized the Leather 
Division. 

“Last Wednesday’s demonstration is 
said to have been the greatest ever held 
in the history of the country. I know 
its success was made possible by the 
participation of yourself and our sev- 
enty-eight other division chairmen. 

“This mass movement was the physi- 
cal evidence of the support being given 
to President Roosevelt’s program. Such 
a picture was needed to instill in the 
minds of everyone, not only in the city, 
but throughout the country and world 
as well, the fact that nothing now can 
stop us from pulling out of the eco- 
nomic depression which we have suf- 
fered through for more than three 
years. 

“The parade will go down in history. 
I am proud of the part which you and 
I were able to take in it.” 





THIS WEEK'S BOUQUETS 
3 . PP stil 
3 








“Reading Maketh a Full Man” 


—— 





I am glad to send my message of praise. 
to back up those you have received from 
other merchants for I feel you have a 
really worthwhile publication and one that 
is extremely valuable to any shoe mer- 
chant. We thought enough of it to promote 
a subscription list among our salesmen and 
recommended that they read it regularly 
as being a valuable aid toward improving 
their sales ability. 

A publication of this sort is of invalu- 
able assistance in helping a merchant to 
get the point of view of other merchants 
and the methods that they have used in 
meeting the problems with which he, him- 
self, is confronted. 

Harold F. Volk, Dallas, Texas 
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PANCO 


STA-TITE 


ACHES 


a real advance 
in rubber heels! 


Aside from the qualities of attractive design and 
fine materials, these heels have many exclusive 
advantages. By eliminating the ordinary attach- 
ing method of “nail holes and washer,” they 
double the wear. By their exclusive construc- 
tion they insure permanently tight edges at the 
base. By eliminating the open nail holes they 
do away with the tracking of dirt. Their design 
and appearance is neater and more attractive. 


Panco Sta-tites are a real talking point which 
helps in closing sales. Ask your manufacturer 


to use them—they cost no more than any good 
rubber heel. 


PANTHER PANCO CO. 


CHELSEA, MASS. 


* 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 


intermediates ........ 1-5 
Flexible Hard Soles. ..2-8 
Send for In-Stook 
Oatalog 


MRS. DAY'S IDEAL BABY 
SHOE CO. 
Locust St. Danvers, Mass. 




































HE line that 
repeats — ev- 
erywhere. All qual- 
ity—with exclusive features 
In Stock Catalog shows 156 
numbers. 
HERBST SHOE MFG. CO. 
MILWAUKEE, WIS. 
LANE BROS. CO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 
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WHERE TO BUY 
Ballet Slippers 
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BALLET SLIPPERS 


IN STOCK 





Black Kid 
$600, 1st grade, $1.35 
$609, 2nd grade $1.20 
Brooks Shoe Mfg. Co. 
Swanson and Ritner Sts. 

Philadelphia, Pa. 
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WHERE TO BUY 
Shoe Trees 
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Self Adjusting Shee Trees. 
A gentle squeeze inserts or 
Write for unique 


SIMPLEX SHOE 
TREE COMPANY 











Fred Hazelton Starts 


TACOMA, WASH. — Fred Hazelton, 
well known shoe dealer, has opened a 
new store at 942 Pacific Avenue, where 
he will feature the Musebeck footwear. 








» ABOUT PEOPLE « 











Receives State Appointment 


ROCKLAND, Mass.—Dr. Joseph Lely- 
veld, of Rockland, well-known authority 
on podiatry and active for years in the 
National Association of Podiatrists, has 
been appointed special examiner in 
podiatry on the medicinal board of the 
State of Massachusetts to succeed Dr. 
Harry P. Kenison. 

Dr. Lelyveld is more properly known 
as the founder of foot clinics for school 
children, police officers and athletes 
throughout the East, and was largely 
instrumental in the establishing of foot 
clinics in several Boston hospitals. He 
served for three years as president of 
the National Association of Podiatrists 
and is a past president of the Massa- 
chusetts Podiatry Association. 





Kreis Manager Dalsheimer Dept. 


BALTIMORE, Mp.—Joseph Kreis has 
been appointed manager of the exclu- 
sive Wilbur Coon Shoe Department, 
recently opened at Dalsheimer’s Shoe 
Shop. He has had a number of years’ 
experience in the retail shoe field of 
this city, having been identified with 
leading shoe shops. In order to be in 
a position to render shoe clients the 
services of a foot specialist, Mr. Kreis 
has just finished a period of training 
in the Dr. Wm. A. Scholl Orthopedic 
Training School. This training sup- 
plements his many years of special shoe 
fitting. 


J. E. Frazier Makes Change 


WHEELING, W. Va.—J. E. Frazier, 
well known upper Ohio valley shoe de- 
partment executive, has become associ- 
ated with the Walter D. Gilbert Co., 
local retail shoe store, Mr. Frazier has 
been actively engaged in the retail shoe 
business in Wheeling all his life, hav- 
ing been with Alexander & Co. for 
more than 15 years and for the last 
three years had charge of the I. Miller 
shoe department of the George R. Tay- 
lor Co. here. 





Brady Manages Columbus Dept. 


CANTON, OHI0—Jack Brady of Co- 
lumbus has assumed the management 
of the Senack Shoe Company’s leased 
department at the Bon Marche Co. 
store, Market Avenue N here. Brady, 
who came here from the Bradford- 
Hursh Company in Columbus, replaced 
William Meehan, who has gone East 
to become identified with a large shoe 
corporation. Meehan was in charge of 
the department for more than two 
years. 





Sullivan Joins Muse Staff 


ATLANTA, GA.—J. G. Sullivan, well- 
known Atlanta shoe man, is now asso- 
ciated with the George Muse Clothing 
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WHERE TO BUY 
Dancing Shoes and Taps 
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TAP 
DANCE 
SHOES 
eS 
In 
PAT. LEATHER Stock 
A-Bee 2; - 8 Pope e 
$1.55 A-B-G ie +2 
— OWENS SHOE Co. — 
amu 589 Essex St., Lynn, Mass. que 





% KENDALL'S P®°TESIOM" oe 


IN-STOCK 


Style No. 13 
Pat. Lea. or Blk. 
Kid with Full 
Cloth Lining. 









Women’s Sizes, 2%-3 
$2.00 


Misses’ Sizes, 11-2 
$1.90 











KENDALL SHOE COMPANY 
* HAVERHILL, MASS. « 





ment. Mr. Sullivan was formerly pro- 
prietor of the Stacy Boot Shop, in At- 
lanta, and has had wide experience in 
the fitting and selling of shoes. 





McGarr Managing Royal Store 


CoLuMBus, GA.—The opening of the 
Royal Shoe Store in this city was most 
successful, reports manager J. H. Mc- 
Garr. He is assisted by Bruce Wilson. 
Both men have had several years’ shoe 
experience in the Southern territory 
and believe their present connection 
will prove most profitable and interest- 
ing. 


Robt. Manry With Butlers 


JACKSONVILLE, FLA.—Robt. Manry 
has been appointed store manager for 
Butlers, Inc. 

Manry has nine years’ experience in 
the shoe business in this city and is 
well and favorably known. 


Has 10c Sale 


TACOMA, WASH.—A most successful 
“Ten-Cent” sale was inaugurated by 
the Sterling Shoe Company. After the 
purchases had bought a pair of 
shoes at the regular price they were 
entitled then to stop at the bargain 
counter and secure an additional pair 











Company in the men’s shoe depart- 





for only 10 cents. 
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ROR Aa e= 
KENTUCKY 











700 Rooms with Bath 
Rates 
Starting at $3.00 Single 


Fourth and Broadway 





HAROLD E. HARTER 
MANAGER 


The Largest and Finest Hotel 
in Kentucky 


Homelike Comfort and Good Food 


at Reasonable Rates 


Popular Priced Coffee Shop 


with Rapid Counter and Table Service 











KENT 
AUTOMATIC 
GARAGE NEw yorK 


The last word in convenience and safety 
for your car ,.. occupies its own par- 
ticular compartment . . . offers every 
opportunity for storage by the hour, the 
day, the month . .. with or without 
service. 


Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by 
Human Hands 

















Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


iil i i A 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, IIl. 
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Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof ... the showrooms 
of the shoe industry’s leading man- 
ufacturers ... easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York . . . the crossroads of the 
trade ... the Marbridge Building. 
Come and see them before you buy! 


“1528 BROADWAY sfase NEU YORK 
a 


Coming to 
NEW YORK? 


If so, come to 
the Victoria. In 
the very center 
of the city... 
yet quiet, restful. 
With a manage- 
ment that likes 
to make you 
comfortable. 


















The unusually large rooms ... the 
cheerful, efficient service . . . com- 
bined with exceptionally low rates for 
such quality . . . make the Victoria 
the outstanding hotel value in New 
York today! 


ICTORIA 


51st Street and Seventh Avenue 
New York City 


All rooms have prt- 
vate bath (tub and 

shower), radio, servidor, 
and circulating ice water. 


ROY MOULTON 
Manager 
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AT THE 


Your Line of Shoes is Less 
than 6 Minutes Away 
from New York’s 


Largest Buyers 


Conveniently located in 
the heart of the “shoe 
belt” for quick contact 
with all important buyers, 
it saves their time and 
yours. 


Spacious, modern sample 
rooms, in which smart 
shoes look smarter. 


2500 ROOMS 
NOW 990 














HOTEL NEW YORKER 













J fap al ad 
NEW hraled 


in 

















ONLY WAND UP 





HOTEL NEW YORKER 


34th Street at 8th Avenue, New York + Ralph Hitz, President 
Hotels Van Cleve, Dayton; Book-Cadillac, Detroit; Ritz-Cariton, Atlantie City 
also under Ralph Hitz Direction 






















TRADE LITERATURE 





Promotion Plan for 1934 


BEACON FALLS, CONN.—In_ the 
Spring of 1933 the Beacon Falls Rub- 
ber Shoe Co. initiated into their canvas 
shoe program “The Grips Athletic 
Club” for youngsters. The G.A.C., 
headed by “personality man” Coach 
Bob Brown,” had its headquarters at 
Beacon Falls; retail stores comprised 
the club’s local branches; its members, 
the future baseball, basketball, and 
track stars of America. So gratifying 
were the results of this sales idea, the 
Beacon Falls people have deemed it 
profitable to continue their promotion 
plan for 1934 on a more ambitious 
scale, backed up by nation-wide adver- 
tising. 

A summary of the general plan as 
outlined in their recent brochure fol- 
lows: 


(1) The 1934 season will start by 
writing every 1933 club member. This 
will be a breezy personal letter from 
friend Bob Brown that will urge the 
youngsters to fill in an enclosed form 
entitling them to receive the club paper 
—and go to their Grips dealer for new 
shoes. 

(2) The Grips dealer will be sup- 
plied with application blanks which 
will contain a clause to the effect that 





the undersigned has just. purchased a 





pair of Grips shoes. Retailers will be 
asked to send the signed blanks to 
Coach Brown twice each week. 

(3) On receipt of the signed blanks, 
Coach Brown will send to each of the 
active members a welcome letter in 
which will be enclosed a badge and 
certificate of membership. 

(4) The club paper, “The Flash,” 
will be sent to each member periodical- 
ly. This is an outstanding selling 
feature, and will contain, amidst Grips 
copy, sport news, photos, and stories. 

(5) The Grips Club Window, to iden- 
tify the local retail store as being G.A.- 
C. headquarters, will be another sales 
feature. The dealer will be supplied 
with appealing posters which will in- 
duce desire on the part of the neighbor- 
hood youngsters for enrollment. 

(6) To back up the whole, will be 
a national advertising campaign pro- 
moted through two of the most popular, 
youthful mediums—Boy’s Life and 
American Boy. There will also be an 
offering of cash awards to retailers 
who will have created the most com- 
plete and successful local Grips Ath- 
letic Club Organization. 





Issues Large Catalog 


Proven display and selling technique 
is incorporated in the Fall and Winter, 
1933, Foot Saver catolog of in-stock 
shoes. One shoe only is illustrated on 


each page, the shoe occupying most\of:;} 


the space. The size is 8% x 11, which 
is easy to handle, yet not so small that 





1200 ROOMS AND BATHS GC. W. RAMSEY, JR.. MGR. 


OPP. PENNSYLVANIA STATION 8. &0O. BUSES STOP AT DOOR 
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Enjoy the luxury of a NEW hotel— 


ALL the conveniences provided by the 
last word in equipment—yet pay rates 
in keeping with the times! Hotel 
Governor “hea offers maximum com- 
fort, quick, courteous service and the 
finest accommodations at rates that 
start as low as $3 a day. For two the 
rates are but One Dollar More! 








HOTEL 


OVERNOR CLINTON 





7th Ave. at 31st St., New York City 






it is lost in the buyer’s desk or accumu- 
lation of papers. This catalog is the 
largest ever issued by the Julian & 
Kokenge Co., Columbus, Ohio, and 
Herbert Lape, Jr., vice-president and 
sales manager, has a copy showing 50 
in-stock numbers for all who request 
it. 





Quality Merchandise Stressed 


“Quality merchandise today is rela- 
tively the cheapest and the most satis- 
factory for the consumer, and certainly 
the most profitable for the merchant,” 
is the foreword of the new fall catalog 
of J. P. Smith Shoe Co., Chicago, and 
in which is portrayed the element of 
“quality” through the smartness of 
shoe drawings, and the technique of 
typography. One of the most effective 
catalogs showing men’s fine shoes with- 
out the use of color that we have seen. 

“Invite the Lady in” is the theme 
of the women’s catalog, the cover re- 
sembling hammer brass, each page 
showing the active American woman 
of today in her varied activities, the 
shoes mostly of the smart tailored type. 

The author of these smart catalogs, 
Marshall B. Cutler, has done a splendid 
job, typical of the house and the line. 





Mayes With Sanger Bros. 


‘vv DALLAS, TEx.—C. R. Mayes has been 
appointed manager of the Walk-Over 
shoe department at Sanger Bros. 
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LOCKSTITCH 


seam for Sole Attaching is the seam of 
quality. It has stood the test of time. 
There are two outstanding lockstitch 


seams now in use on modern footwear. 


Dt 











1 The GOODYEAR LOCKSTITCH 2 The LITTLEWAY LOCKSTITCH 


GOODYEAR OUTSOLE RAPID LOCKSTITCH W/E SOLE STITCHING MACHINE 
MACHINE — MODEL O 












GOODYEAR 


eS eae — SS 
RY 


Ta 





LOCKSTITCH \, EXTENSION 







— MODEL C 









LITTLE WAY 
LOCKSTITCH 


GOODYEAR attaches the sole to LITTLEWAY attaches the sole, upper 
the welt on the outside of the shoe and insole on the inside of the shoe 











LOCKSTITCH SEAMS are flexible and 
will hold securely all types of soles 


commonly used on footwear 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CLAVIFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


e. ° . es 














SALESMAN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY 





ANTED — SALESMEN with established 
territory to carry as sideline on commission 
basis, full line ladies’, men’s, children’s house 
and boudoir slippers. Liberal commission. 
Address D-494, care Boot & Shoe _ 239 
West 39th Street, New York, N. 


SAL .ESMEN, traveling by car, with following 
among well- rated shoe stores and department 
stores for a QUALITY line of padded sole and 
hard sole house slippers. Real money maker for 
conscientious workers. Commission basis. Full- 
est cooperation. State territory covered and lines 
now carried. Address D-504, care Boot & Shoe 
een, 239 West 39th Street, New York, 
ms. 


ALESMEN WANTED—To carry side line 

smart shoe ornaments. Several Western 
territories now open. Address D-499, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N Y. 














UBBER and Canvas footwear, and Sandals, 
as sideline. State shoe lines carrying and 
territory covering. Box 534, Charleston, W. Va. 





ALESMEN, good following leading women’s 

welt shoe manufacturers interested large re- 
turns, obtain contract established non-competitive 
patented self adjustable shank, selling big with 
leading men’s shoe manufacturer. Excellent 
terms. Address D-500, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





HOE SALESMEN to handle line of new 

specialty suede shoe brush as side line, ex- 
cellent and fast selling fall item. carry samples 
in your pocket, commission basis, state refer- 
ences and territory in first letter. Address 
D-505, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








LINE WANTED 





WANTED: Ladies’ medium priced line of 
novelties and line of Boys’ shoes for New 
England. Address D-477, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





ANTED—A line of popular priced Women’s, 

Boys’, or Children’s Shoes for Maryland, 
Washington, D. C., Virginia, West Virginia, 
Kentucky and Tennessee territory. Twelve 
years’ experience, and well acquainted with the 
trade. Address D-503, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


HAVE covered Pennsylvania and Southern 

New Jersey for the past 12 years with a well- 
known house and have a very good following. 
Right now I am looking for a medium grade gen- 
eral line of shoes or a men’s dress and work 
shoe line, or a good strong line of men’s and 
boys’ shces, or a line of medium priced misses’ 
and children’s. I know this trade well enough 
to know that I can produce real results. Edward 
one 2638 North 11th Street, Philadelphia, 
» 

a. 





OUNG MAN-—-Desires position as retail shoe 

salesman— initiative, personality, reliable. Sal- 
ary secondary. Address D-501, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ETAIL SHOEMAN—I7 years’ experience— 

expert fitter — window trimmer — Buyer — 
[igh-grade Men’s, Women’s and Children’s 
shoes. Married. Go anywhere. Address D-502. 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 














HELP WANTED 


ANTED: Foot specialist—Must be school 
of Chiropodist graduate. Communicate with 
O’Donnell-Seamens Company, Ironwood, Mich. 











WANTED TO PURCHASE 





NTERESTED in buying Dr. Scholl’s close- 
out lots of arch supports. Address D-488, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








FOR RENT 








FOR RENT 
111 to 131 West 19th St. 
New York City 

Lofts, 10,500 to 30,000 square feet, one or 
more floors. Fully sprinklered. Capacity 200 
pounds. Large freight elevator, 2 street 
frontages permitting East and West truck- 
ing. Very low rental. Morris White Prop- 
erties Corp., 214 West 38th St., N. Y. C. 
Phone Chickering 4-7176-7. 


VERY shoe store should have a trained Chirop- 

odist. Complete course by correspondence. 
Adjustments, pads, supports, surgery taught. 
EVANS FOOT INST., Montgomery, Ala. 








WANTED TO PURCHASE 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 
SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 














WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Etc. 
IRVIN RUBIN 
“The House of Jobs’’ 


898 Reade St. Cor. Gok 
New York City 





Phone Barclay 7-7887 





} HIGHEST CASH PRICES $ 
PAID 


4 
4 for shoe stocks, slow sellers, ete. Short time 
; lease taken over. DL ees confidential. 


MAX GLAUBERG 
327 Church St., New York City 
é Phone: Canal 6-2632 




















Minimum charge 75 cents. 
$1.25. When a box number 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 

For all other classified advertisements the rate is 7 cents per ini 
is desired twelve words should be added for the address. In. all other cases each 

word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


Minimum charge 
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MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 








New Improved 


Poy, Cup 
for Price Tickets 


$4.00 $2.25 
gross half gross 
Tilts at any angle 


M. D. POLLINGER CO. Holland Bidg., St. Louls, Mo. 














YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














Excellent Sept. Business 


New Beprorp, Mass.—Business has 
been good in the shoe department of 
the Star Store, local department store, 
according to W. D. Hanly, manager, 
who reports an August business double 
that of August, 1932, and September 
business three times as large as that 
for the same month of the previous 
year. Mr. Hanly cites the city’s rising 
payroll figure as a principal cause of 
the encouraging sales record. The op- 
ening, about a year ago, of a street 
floor shoe department, selling popular- 
priced footwear, has also affected sales. 

But not in three years has Mr. 
Hanly made sales as he is at present. 
Recalling three customers, this buyer- 
salesman sold one of them 11 pairs of 
shoes, another nine pairs and the 
third, $30 worth of footwear. Big buy- 
ers among consumers have been absent 
during the depression, and their reap- 
pearance leads this shoe manager to 
the belief that business is headed the 
right directon. Another encouraging 
factor is that people are not hesitating 
so much over price, showing a prefer- 
ence for better quality in their foot- 
wear, 


Novel Window Trim 


ATLANTA, GA.—“Time flies . . . when 
your Feet are Comfortable!” That is 
the title of a clever window display 
being made by the men’s shoe depart- 
ment of the George Muse Clothing 
Company, well-known Atlanta firm, 
and occupying one of the big Walton 
Street display windows of the store. 
Attention to the window is attracted by 
means of a big clock face, the hands 
of which are literally “flying,” at the 
rate of a round every two or three sec- 
onds, and is then centered on a fine 


display of Fall Shoes in brown and. 


black. 


McBryde Leases Healy Dept. 


Detroit, Micu.—V. V. McBryde, 
owner of the McBryde Boot Shop, has 
opened a new shoe department in D. J. 
Healy & Company, one of the city’s 
four major downtown department 
stores. This is the first time Healy’s 
has ever had any shoe department in 
their store. Trade catered to is some- 
what exclusive. McBryde’s new acquisi- 
tion feaures Foot Saver lines almost 
entirely. 


Considerable Advertising Used 


PROVIDENCE, R. I.—Shoe retailers 
participated in the city’s mammoth 
NRA parade, coming uder the retail 
division of which F. E. Ballou, promi- 
nent shoe retailer, was divisional mar- 
shal. 

The parade occurred on Monday and 
on Wednesday reail merchants cooper- 
ated and put over “NRA Day” for 
which large advertising space in the 
newspapers was used, attractive win- 
dow displays prepared for featuring 
unusually good specials. A full-page 
newspaper advertisement was used one 
day this week by the Red Cross De- 
partment of the Callender, McAuslan 
& Troup Co., department store. This 
perhaps held the record for size, but 
all retailers used good space, and en- 
couraging sales were reported. 


Cincinnati Promotion Started 


CINCINNATI, O.—A new organization 
known as the Manufacturers and 
Wholesalers Bureau is being organized 
in this city for the purpose of promot- 
ing Cincinnati as a “style center and 
wholesale buying market.” Manufac- 
turers and wholesalers in shoes and 
hosiery are included in the group, in 
which are also manufacturers and 
wholesalers in men’s and women’s ap- 
parel and many other articles. 


Fleischer in New Store 


CANTON, OHi0o—With 14 years of 

Canton business activity behind him, 
Phillip C. Fleischer recently held for- 
mal opening of his newest and largest 
retail shoe store. Mr. Fleischer’s ex- 
perience in shoe merchandising started 
with his department in the Klein- 
Heffelman-Zollars department store, a 
firm with which he was _ associated 
with for more than 10 years. For the 
last three and a half years he has con- 
ducted his own store. 
His newest store is elegantly ap- 
pointed, all equipment is of the most 
recent type and the sales force has 
been doubled. New features are a hosi- 
ery department for men and women 
and a shoe repair department. 





Brown Takes New Job 


BIRMINGHAM, ALA. — Claude J. 
Brown, former manager and buyer at 
Herman Saks, has joined the staff at 





Loveman, Joseph and Loeb. 
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STATEMENT OF ‘THE OWNERSHIP, 


MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACT OF MARCH 3, 1933 


Of Boot and Shoe Recorder, published weekly at 
New York, N. Y., for Uct. 1, 1933. 


State of New York, County of New York, ss 


Before me, a Notary Public in and for the State 
and county aforesaid, personally appeared William 
M. LeBrecht, who, having been duly sworn accord- 
ing to law, deposes and says that he is the Busi- 
ness Manager of the Boot and Shoe Recorder 
Publishing Co., Publishers of Boot and Shoe Re- 
corder, and that the following is, to the best of 
his knowledge and belief, a true statement of the 
ownership, management (and if a daily paper, the 
circulation), ete., of the aforesaid publication for 
the date shown in the above caption, required by 
the Act of March 3, 1933, embodied in section 
537, Postal Laws and Regulations, printed on the 
reverse of this form, to wit: 

1. That the names and addresses of the publish- 
er, editor, managing editor, and business manager 
are: 

Publisher, Boot and Shoe Recorder Publishing 
Co., New York, N. Y. Editor, Arthur D, Ander- 
son, New York, N. Y. Managing Editor, Raymond 
L. Fitzgerald, Forest Hills, L. I., N. Y. Business 
Manager, William M. LeBrecht, New York, N. Y. 

2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding one per cent or 
more of total amount of stock. If not owned by a 
corporation, the names and addresses of the indi- 
vidual owners must be given. If owned by a firm, 
company, or other unincorporated concern, its name 
and address, as well as those of each individual 
member, must be given.) 

Owners: United Publishers 
West 39th St., New York, N. Y. 

(Stockholders of United Publishers Corporation 
owning in excess of 1%); United Business Pub- 
lishers, Inc., 239 West 39th St., New York, N. Y. 

(Stockholders of United Business Publishers, 
Inc., owning in excess of 1%); C. S. Bauer, 3559- 


Corporation, 239 


164th St., Broadway, Flushing, L. I., N. b 
George H. Buzby, Philadelphia, Pa.; Anna B. 
Frank, Pleasantville, N. Y.; Fritz J. Frank, 


Pleasantville, N. Y.; Lee, Higginson & Co. (Part- 
nership), New York, N. Y¥.; C. A. Musselman, 
Philadelphia, Pa.; Estate of A. C. Pearson, Mont- 
clair, N. J.; Lelia C. Pearson, Montclair, N. J.; 
Frederic C. Stevens, 325 West End Ave., New 
York, N. Y.; (A) Frederic C. Stevens Co., 23 
Prospect Terrace, Montclair, N. J. 

Note: Stockholders of (A) Frederic C. Stevens 
Co.: Velma S. Stevens, 325 West End Ave., New 
York, N. Y.; F. C. Stevens, Jr., 325 West End 
Ave., New York, N. Y.; Velma I. Stevens, 325 
West End Ave., New York, N. Y.; Frederic C. 
Stevens, 325 West End Ave., New York, Ne Bee 
Ruth S. Kane, Montclair, N. J. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per 
cent or more of total amount of bonds, mortgages, 
or other securities are: (If there are none, 80 
state.) None. 

4. That the two paragraphs next above, giving 
the name of the owners, stockholders, and security 
holders, if any, contain not only the list of stock- 
holders and security holders as they appear upon 
the books of the company but also, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting, is 
given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under 
which stockholders and security holders who do 
not appear upon the books of the company as 
trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
affiant has no reason to believe that any other per- 
son, association, or corporation has any interest 
direct or indirect in the said stock, bond, or other 
securities than as so stated by him. 

5. That the average number of copies of each 
issue of this publication sold or distributed 
through the mails or otherwise, to paid subscribers 
= the month preceding the date shown above 
Dice scdeecdecucecesttes (This information is re- 
pec from daily publications only.) 


WILLIAM M. LE BRECHT. 
Sworn to and subscribed before me this 27th 


day of September, 1933. 


MARY E. COMFREY. 


(Seal. ) 
Notary Public, Bronx County Clerk’s No. 130, 

Registers No, 35-C-35. 

Certificate filed in New York County Clerk’s 

No. 245, Register’s No. 


5-C-135. My commission 





expires March 30, 1935. 




















Sunday Closing Law Passed 


NewaRK, N. J.—An ordinance pro- 
hibiting Sunday business for retail 
shoe stores has been passed on final 
reading by the Newark City Com- 
mission. 

John J. Hill, representing I. Haus- 
mann & Sons, of 169 Springfield Ave- 
nue, opposed the ordinance, as did Louis 
Mantel, of 180 Spruce Street. A large 
delegation of retailers appeared to 
urge passage of the ordinance. 





Canton Shoemen in Parade 


CANTON, OHI0o—Canton retail shoe 
dealers made a very creditable showing 
in the NRA parade held here Wednes- 
day night, Sept. 20, and participated 
in by more than 20,000 marchers. Rep- 
resentatives from almost every retail 
shoe store in the city, were in the Shoe 
Dealers division, which had a promi- 
nent place in the line of march. 

“Blue Eagle” Days where observed 
for three days following the NRA par- 
ade and celebration and all retail shoe 
stores, as well as other retail stores in 
the city, sponsored a three day special 
selling event. 





OBITUARY 





Theodore Melville Brown 


BrRooKLyn, N. Y.—Theodore Melville 
Brown, a distinguished and probably 
the oldest member of the wholesale 
shoe trade of New York City, died at 
his home, 59 Midwood Street, Brook- 
lyn, Sept. 29, 1933, after a long illness, 
in the 84th year of his age. 

Born at Orwell, Pa., Feb. 23, 1850, 
the son of Edgar Brown, boot and har- 
ness maker, Theodore M. adopted his 
father’s trade; at the age of 17 he 
could not only make a pair of boots, 
but could also turn out a set of har- 
ness with neatness and dispatch. 

The urge to broaden his horizon, 
however, led to early abandonment of 
bench and awl, and when 18 years of 
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—s AND SHOES 
Bass, G. H Wiltom, Me... cccsecere 40 
Bett Shoe Co., Ce iledelphinn DOs iicccosceve 42 
Brooks Shoe Mfg. Co., Philadelphia, Pa.. .44-46 


Cambridge Rubber Co., Cambridge, Mass. 6-7 
Chase, W. S., & Sons, Haverhill, Mass.... 44 
ae Edwin & Sons, Inc., E. Weymouth, . 


connei J. M., Shoe Co., South Braintree, 

RR er cr ee reer ee 
Dickerson, Walker T., Co., Columbus, O.. 
Ebberts, John, Shoe Co., Buffalo, N. Y...... 4“ 
Edwards, J., & Co., Philadelphia, Pa., 

Back Cover 

Evans’ Son, L. B., Co., Wakefield, Mass.... 44 
Green Shoe Mfg. Co., Boston, Mass. ....... 10 
Herbst Shoe Mfg., Co., Milwaukee, Wis. ... 46 
Kendall Shoe Co., Haverhill, Mass........ 46 
Marathon Shoe Co., Wausau, Wis.......... 


, Wis 8 
Miller, I., & Sons, Long sland City, N. Y. 23 
Mishawaka Rubber & Woolen Mfg. Co., 


Mishawaka, Ind. .........+.+++ Front Cover 
Mrs. Day’s Ideal Baby Shoe Co., Danvers, P 
Muscbeck Shoe Co. Danville, Ill. .......... 8 
Nettleton, A. E., Syracuse, N. Y. .......-+ 40 
Nunn-Bush & Weldon Shoe Co., Milwaukee, 

MEUM, cccedccasceeerereteeceeeet Third Cover 
Old Colony Shoe Co., Brockton, Mass. .... 40 
Owens Shoe Co., Lynn, BED. i idcbsasccese 46 


Richards & Brennen Co., Randolph, Mass... 40 
Roberts, Johnson & Rand, St. Louis, Mo. .. 27 


Robinson-Bynon Shoe Co., Auburn, N. Y. .. 43 
Rogers Bros. Shoe Co., Boston, Mass. ...... 39 
Rohn Shoe Mfg. Co., Milwaukee, Wis. .... 29 
Shaw, + > Ine. Coldwater, Mich. ....... 35 


» Shoe Co., Inc., Chicago, IIl., 


Smith, 
Second Cover, 40 


LEATHER AND OTHER MATERIALS 
Allied Kid Co., Boston, Mass. ..........+++ 1 
Levor, G., & Co., Inc., Gloversville, N. Y. ..2-3 


Northwestern Leather Co. Trust, Boston, 
DN: GS ecesdcseedcecscetentecabenes see 34 


Panther-Panco Co., Chelsea, Mass. 


Standard Kid Co., Boston, Mass. .......... 
Surpass Leather Co., Philadelphia, Pa. .... 41 


Zapon Co., The, Stamford, Conn. ......... 38 
STORE WINDOW FIXTURES 
Adler-Jones Co., Chicago, Ill. .......-.000- 33 


MACHINERY, LASTS, MFRS’ SUPPLIES, 
DRESSINGS, ETC. 
United Shoe Machinery Corp., Bosto 
ME. cchevesecvaduceaanasAeaeae 4-31- 36a-49 


SHOE ACCESSORIES 


Pollinger, M. D., Co., St. Louis, Mo. ...... 51 
Simplex Shoe Tree Corp., Chicago, Ill. .... 46 
Williams Mfg. Co., Portsmouth, Ohio ..... 44 
MISCELLANEOUS 
American Weekly, New York City......... 25 
Brown Hotel, Louisville, Ky. ............. 47 
Glauberg, Max, New York City........... 50 
Hotel Gov. Clinton, New York City ....... 48 
Hotel New Yorker, New York City ....... 48 
Hotel Victoria, New York City ........... 47 


Kent Automatic Garage, New York City... 47 
Kirsch-Blacher Co., Inc., New York City... 50 


Marbridge Bldg., New York City ......... 47 
Poster & Deutsch, New York City ......... 50 
Rubin, Irvin, New York City ............. 50 


Stephenson Laboratory, Boston, Mass. 





age young Theodore, then well over 6 
ft. in height, went to work as clerk in 
a retail shoe store in Binghamton, 
N. Y., for his “bed and board”—a rate 
of compensation which was speedily 
advanced to $15.00 monthly, and. a 
little later to the princely sum of 
$300.00 per year. 

Two years in the retail field served 
merely as preparation for his next ad- 
venture, as salesman on the road—the 
goal of every shoeworker—for Thomp- 
son & Cloyes, of Utica. Another two 
years, and the salesman became a re- 
tail shoe store owner, in partnership 
with George M. Ricks. 

In 1892, after various connections, 
Mr. Brown became secretary and gen- 
eral manager of the Manhattan Shoe 
Co., a company formed in 1888 by Rice 
& Hutchins of Boston, to distribute in 
New York and contiguous territory the 
product of their eight great New Eng- 
land factories. Later he became presi- 
dent of the Manhattan Shoe Co. 

Mr. Brown was the organizer of the 
Wholesale Shoe Dealers Association 
and of the Wholesale Shoe League, de- 
signed to protect the interests of the 
wholesalers in cases of trade failure, 
and to serve as a source of mutual 
credit and trade information. He re- 
tired from business in 1923. 





Samuel Nudelman 


PORTLAND, ORE.—Samuel Nudelman, 
65, veteran shoe retailer of Portland 
for the past 35 years, died at his apart- 
ments in the Multnomah Hotel. He re- 
cently took an active part in the vari- 
ous sessions at the Pacific Northwest 
Shoe Retailers Convention here. 

Mr. Nudelman is survived by his 
wife Sophie, and the following sons and 
daughters: Manuel Nudelman of Port- 
land, H. B. Delman, Max Delman, 
Morris Delman and Mrs. Rose Lasky, 
all of New York City. 


Ralph Goodwin Dies 


BROCKTON, MaAss.—Ralph F. Good- 
win, veteran Brockton shoe man, for 
many years identified with the W. L. 
Douglas Shoe Co. and later a member 
of the firm of the Girard Shoe Com- 
pany, died following a brief illness. 
He is survived by his wife, Mrs. Philo- 
mene Goodwin, and two daughters, 
Beatrice L. and Ruth M. Many promi- 
nent shoe executives attended the 
funeral services. 
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MERCHANDISING IDEAS 





SEAMLESS QUARTERS 






like 


TRADE MARK REG. U. S. PAT. OFF. 


WITH 








are rare! 












New York Office: 425 Marbridge Bldg., New York City 


Rare, indeed, are the merchandising ideas that'll step business 
ahead by leaps and bounds. Yet, here is one that has captivated the attention 
of, and is building increased business for, keen retailers of children’s shoes. 


Quarters and linings that are as smooth as smooth can be with not a 
single seam. 


Bulb shaped heels to fit the ankle and heel as they should be fitted. 


Actually visible to the buyer! Increased wear! More comfort! Unequalled 
Selling Features! Styles as smart as the mode! Superior workmanship! 


Smail wonder that retailers and wearers are enthusiastic about these new 
KALI-STEN-IKS with Seamless Quarters. Small wonder that keen merchan- 
disers throughout the country are “tie-ing in” with this children’s FEATURE 
line in a manner that spells IMMEDIATE SUCCESS and WORTHWHILE 
PROFIT. Full details on request. 


GILBERT SHOE CO., THIENSVILLE, WISCONSIN 


Los Angeles Office: 327 Grosse Bldg., Los Angeles, Cal. 












Published every week by the Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. Entered as second class seater, Sept. 10, 1925, at the 


Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
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NAV Y-BLUE 


no. 88 


IN 
GLAZED 
KID © e e @ This color was introduced last year, and 


won immediate success because it was a true, 
deep navy that could be worn with all cos- 
tume blues. Its popularity is expected to 


continue during the Spring of 1934. 


IN 
MOROCCO 
GOAT e e@ @ e@ This year, navy-blue No. 88 has been 





developed in a new Morocco grain as well as 


in glazed kid. This leather is suitable either 





for use in all-over shoes, or for combination 


with navy-blue glazed kid No. 88 


GS 








MCNEELY DIVISION: 
ALLIED KID COMPANY | 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 
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SIDE STEP COMPETITION 


of low priced gaiters 


RAYNSHU TIES 





As illustrated Regular 
(fur cuff) (without fur) 
Black No. 3334 Black No. 3234 


Brown No. 3330 Brown No. 3230 


Retails $2.20 BONNIE STYLE Retails $1.65 
only new style of the season 


@ Can be sold now for football games be- @ Water-proof to top... full gusset 


cause of style appeal @ No snaps to hurt fingers ... or fasteners 


a Leg full price because women want to damage stockings 
oth their style and practicability @ Water-proofed fur cuffs . . . new and 





& The water-proof lace automatically ad- utilita¥Fian . . . keep snow and rain out 
justs the shoe to all types of ankles... of shoe . . . do not get mangy looking 
and stays tied. . .. keep stockings clean and dry 

@ Go on and off easier and faster . . . large @ Light weight... warm... beautiful fit- 
open throat ting .. . all lasts and heels 

At left... 





RAYN TIE STYLE 
(regular) (fur cuff) 
Black No. 2154 Black No. 2144 
Brown No. 2150 Brown No. 2140 
Retails $1.65 Retails $2.20 
@ 


At right... 
GHILLIE STYLE 
(fur cuff) 
Black No. 2034 
Brown No. 2030 
Retails $2.65 


(regular) 
Black No. 2134 
Brown No. 2130 













Retails $2.10 
pe CAMBRIDGE RUBBER COMPANY pe coat 
or wire for the nearest 
samples General Offices and Factories Branch Office 
CAMBRIDGE, MASS. 
BOSTON NEW YORK CHICAGO AND 
600 ATLANTIC AVE. 125 DUANE ST. 317 W. MONROE ST. LEADING WHOLESALERS 
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THE ARISTOCRAT OF FLEXIBILITY 






















ClLege 














This modern shoe, distinguishea 








for grace and flexibility, is made on 


standard WAC equipment. 


The insole can be 


FULL-or SKELETON 


(for added flexibility). 








The outsole may be attached by chain 


stitch, lock stitch, or by cement. 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Sn Sts — imp Ties, Straps — in kid, Style illustrated is the 


SPORTY... a suede { evelet 
suede, reptile and combinations — all the smart Fall and \Vinter tie with calf trim charmingly 


accented by smart perforations 


In Biack W. 102 In Brown W-103 


Shoes for \Vomen—are carried by our Stock department. § SO Zn. 


Only the remarkable acceptance of Florsheim Shoes by 
smart women everywhere has made it possible to carry this J [ 
excellent variety. (Women in YOUR neighborhood are un- 


doubtedly among those interested in [Florsheim Shoes. 


styles and materials necessary for a fine showing of Florsheim 


Write for a catalogue or ask to have our salesman call. R 


KLORSHEIM 
Shoes for Women 


THE FLORSHEIM SHOE COMPANY, Manufacturers, CHICAGO 
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‘AGLE CAL 

















J. CHRIS HEMPEL SPEAKING 


At the Official Opening of American 
Leathers, at the Astor Hotel, New York 
City, and the Joint Styles Conference, 
October 2nd and 3rd, many important 
buyers of fine calf leather made it evi- 
dent by their words and action that they 
have “tuned in” with EAGLE CALF. 


Its acceptance and use by leading manu- 
facturers of men’s footwear adds further 
proof of its two important features, its 
quality and its fine finish. It is a distinct 
aid in the merchandising of men’s foot- 
wear, in giving it eye appeal to the con- 
sumer, either in the display window or 
while being fitted. 


Sixty-eight years of tanning experience by 
Eagle-Ottawa goes into this new, perfected 
product of superior quality. 


EAGLE CALF is made in men’s weights, 
in smooth, Scotch grain, and a hand 
boarded “Boulevard” grain. 


CALF 


Designed and Built by The J. P. Smith Shoe Co., Chicago, Ill. 





EAGLE-OTTAWA LEATHER CO 


WHITEHALL, MICHIGAN 


CHICAGO—-912-922 W. WASHINGTON BLVD. 
SAN FRANCISCO—5S69 HOWARD STREET 
ST. LOUIS—1602 LOCUST STREET 

NEW YORK—2 PARK AVENUE 
BOSTON—112 BEACH STREET 
PHILADELPHIA—325 ARCH STREET 


You are invited to study Eagle Calf’s merits for improv- 
ing the quality appeal of outstanding style numbers. 


SAMPLE GLADLY SUBMITTED 
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